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Objective of the Study 
This study aims to explore how sustainability 
in fashion supply chain from websites of mid-
to-high-end fashion brands reflects in their 
window displays from the perspective of se-
miotics. On the one hand, window display is 
an important part of visual merchandising. On 
the other hand, transparency of information 
of sustainable supply chain of fashion brands 
is increasingly important in the establishment 
of brand image, and consumers pay more at-
tention to information related to brand sus-
tainability. However, there are few studies on 
how to express sustainability in fashion supply 
chain on websites through visual merchandis-
ing of the window displays of fashion brands. 
This research enriches the theory in this field 
by studying the windows as a medium for sus-
tainable information transmission of fashion 
brands. The main research question of this
study is: how sustainability in fashion supply 
chain is reflected in the mid-to-high-end brand 
fashion window displays from the perspective 
of semiotics?
Methodology 
Informed by a literature review on visual 
merchandising and sustainable fashion sup-
ply chain, this study adopts a semiotic anal-
ysis method to analyze the seven windows of 
mid-to-high-end brands communicating sus-
tainability. The author applies the semiotic 
model proposed by Roland Barthes (Barthes, 
1968; Chandler, 1994) to the window system 
to generate “Model of Semiotic Analysis” 
as well as summarizes how the investigat-
ed fashion window displays use visual mer-
chandising methods to express their themes.
Findings and Conclusion 
According to the semiotic model, the author 
provides analysis based on the three aspects 
of the visual symbols of the window system, 
the visual merchandising method and sustain-
ability in fashion supply chain from websites. 
Findings suggest that the answer to the re-
search question is two-fold. First, the sustain-
ability in fashion supply chain from the per-
spective of environment and consumer service 
are predominantly reflected in the website and 
window design of sustainable fashion brands. 
Second, in the window with the theme of ex-
pressing sustainable supply chain, a) prop is 
the most popular visual object, followed by 
texture, and b) rhythm is the most popular vi-
sual merchandising method, followed by line.
Keywords window display, semiotics, visual 
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1 INTRODUCTION
1 INTRODUCTION
1.1 Research Background
With the advent of the era of personalized consumption, people’s re-
quirements for the value added products are increasing (Ravasi & Rin-
dova, 2008). To satisfy the functional requirements of goods, people are 
increasingly eager to pursue the beauty and uniqueness of in appearance 
as well as the cultural and symbolic meaning of the goods (Lizardo, 
2008; McCracken, 1990; McCracken, 1986). The symbolized goods are 
endowed with additional meaning beyond the use value, which includes 
the social status, the expression of value orientation and the establish-
ment of emotional needs (Yurchisin & Johnson, 2004). Fashion is the 
new standard of living for people in today’s consumerist society (Beard, 
2008). In addition, fashion is the output of business needs (Skov, 2006). 
In the context of such symbolic and fashion consumption, we need to sys-
tematically analyze, organize, compose and redesign the symbolic mean-
ings of the fashion display elements in the fashion space, so that prod-
ucts and fashion spaces can convey this better to consumers (Das, 2014).
With the continuous development of e-commerce and informa-
tion technology, the retail industry is also faced with an ever chang-
ing landscape. The impact of this change is to the retail industry 
is the need for change to the approach in transforming and promoting 
sustainable social and economic development (Nwoffiah, 2005; Rein-
artz, Dellaert, Krafft, & Varadarajan, 2011). PricewaterhouseCoopers 
(PwC, 2019) reported that 46% of consumers prefer to purchase in of-
fline shops, especially  for products such shoes and clothing. For custom-
ers who like to shop online, convenience is the main driving factor. In 
comparison, one advantage of offline shopping is that it provides an au-
thentic and tactile experience. Thus, offline stores and window displays 
need to update and re-define the function to attract customers (Bhatti, 
2014). Offline shopping is a very essential experience of the daily lives 
of some people. People are often willing to spend time and money to 
go to a shopping mall, because it is not only a great chance to relax and 
build relationship with their friends, but also can be seen self-defining 
and self-establishing process and behavior (Ali-Kovero, 2016).
Studies have shown that there is a lot of waste in the global fashion indus-
try with the current existing business models which is a threat to the sus-
tainability of these business models as well as the supply chain of mid-to-
high-end fashion brands. Many mid-to-high-end and luxury brands have 
strived over recent years to increase the sustainability in the supply chain 
(Dybdahl, 2016). Implemented initiatives have been beneficial to envi-
ronmental and social sustainability. Some companies have even begun
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to publish relevant information regarding their approach to sustainabil-
ity of their supply chain on their official websites (Kim & Hall, 2015). 
Researchers have found that people who pay close attention to environ-
mental issues are often eager to know more about the value of the goods, 
including sourcing of the materials and the impact on the environment 
(Jain, 2019). Consumers want to know the impact of their consumption 
behavior on the environment, that is, they are looking for feel-good or 
guilt-free consumption opportunities (De Angelis, Adıgüzel, & Amatul-
li, 2017; Amatulli, 2017; Ham & Han, 2013). Furthermore, people want to 
be socially aware of their own environmental sustainability and social re-
sponsibility. The “want be to aware” provides high-end companies with a 
good opportunity to deepen the concept of sustainability into a brand im-
age and culture in order to generate a mutual promotion with consumers.
At present, most academic research on fashion window and store design 
mainly focuses on exploring the influence of in-store consumer behavior 
by window and store environmental factors. Lange, Rosengren, & Blom 
(2016) argue that creative and artistic expressions and visual patterns 
that are conducive to understanding can make people feel happy in retail 
space and window designs, thereby increasing people’s desire to pur-
chase in stores. So far, a large number of studies has demonstrated that 
visual merchandising in the windows affects the behavior of custom-
ers, but there are only a few studies which analyze the relationship be-
tween visual merchandising and the theme expression of the window 
and how they affect each other (Davies & Ward, 2005; Morgan, 2011). 
Most studies have introduced the method of visual merchandising of the 
window from the perspective of spatial composition, however, research 
lacks analysis on the concept of visual merchandising and brand win-
dow from the semiotics perspective.
At present, research in the field of semiotics is mainly concentrated 
in the fields of communication, consumer and design. In the field of 
communication, many semioticians have talked about the relationship 
between semiotics and communication. Semiotic theory can be used 
to explain the meaning of the disseminated in communication. Sau-
ssure applied semiotics to communication to explain the meaning be-
hind language, and for the first time proposed the concepts of signifier 
and signified. Roland Barthes (1968) further applied Saussure’s semi-
otic theory in linguistic communication to semiotic consumption and 
fashion design. He applied the content of semiotics in consumer sci-
ence (Barthes, 2013). Barthes proposed the concepts of sign, signifier 
and signified. He believed that sign refers to the result of the behav-
ior that signifier and signified would produce in the real environment 
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(Barthes, 2013). Barthes brought the concepts of signifier, signified 
and symbol in semiotics into the French capitalist consumerism so-
ciety and interpreted the essence of the consumption phenomenon.
In the field of design, the application of semiotics mainly appears in 
the field of fashion, product design and graphic design. Roland Bar-
thes does not only limit Saussure’s application of semiotics to the 
field of linguistics but also applies the theory of semiotic signifiers 
and referents to the visual system of clothing. He believes that when 
wearing clothes, people are also using a visual language to talk to 
and communicate with others (Barthes, 2013). This laid an important 
foundation for the development of semiotic theory in the field of vi-
sion. Since then, semiotic models have been widely used in the fields 
of graphic and product design to extensively analyze the meaning of 
product expressions. In the field of graphic design, semiotic analysis 
is mainly used to analyze the relationship between visual symbols and 
brands as well as the social significance established by visual symbols 
(Thurlow & Aiello, 2007; Bevins, 2014; Van & Jewit, 2001; Kindborg 
& McGee, 2007; Page, 2006). In the field of product design, semiotic 
analysis is used to interpret the relationship between the components 
of the product, the user and the environment. (Opperud, 2004; Vihma, 
1995; Krampen, 1989; Mattozzi, 2007). A small number of semiotic 
analyses have been used in the study of visual communication and visu-
al merchandising in the field of fashion, most of which take flat patterns 
as the carrier (Rachman, Hamiru, Umanailo, Yulismayanti & Harziko, 
2019; Morgado, 1993; Taylor, 1998; Rhodes & Zuloago, 2003; Almeida, 
2009; Kretz, 2010; Danish & Kousar, 2017), very few articles use se-
miotics to analyzed fashion space, such as window display (Ye, 2016). 
There are currently very few reports that utilized semiotics to analyze 
communication of sustainability in marketing. These are the only stud-
ies on the communication of sustainable information in the corporate 
image of fashion brands (Cervellon, 2013; Hürmeriç, 2015), as well as 
the relationship between the communication of cultural sustainability 
and the visual environment (Ma, 2008). Therefore, this study of semi-
otic analysis relates to brand sustainability mainly analyzes the sustain-
ability of brand culture communication, and the lack of discussion on 
the information of the sustainable supply chain conveyed by the brand.
Literature shows that in the different parts of the supply chain, the 
current high-end brands reflect various aspects of sustainability in the 
supply chain, such as environmental material selection, product trans-
port efficiency, sustainable packaging design, social responsibility to 
provide employment opportunities, and environmental protection in 
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industrial parks and so on. In the planning phase of the supply chain, 
mid-to high-end brands and luxury companies began to limit the use of 
resources (Kapferer, 2006; Janssen, Vanhamme, Lindgreen, & Lefeb-
vre, 2014). According to Janssen et al. (2014), the scarcity of the luxury 
brand products can make consumers more responsible and reasonable 
consuming, which can better protect natural resources. The rarity of 
luxury brands can be understood as the nature of sustainability (Joy, 
2013). In the stage of obtain of the supply chain, mid-to high-end brand 
companies use more environmental-friendly materials in the selection 
of materials, such as the famous Italian brand Sergio Rossi. The leather 
materials of Sergio Rossi used in the package are selected according 
to the highest ecological standards on the market (Amatulli, 2017). At 
the storage and transportation stages in the supply chain, many mid- to 
high-end brands such as the Kering group, are beginning to seek more 
efficient and sustainable ways. They have purchased carbon credits from 
Wildlife Works Carbon (WWC) to monitor the efficiency of the compa-
ny. In the distribution phase of the supply chain, modern luxury compa-
nies have become aware of the need to start using recyclable packaging. 
A typical example is the champagne brand Veuve Clicquot, they have 
designed a degradable bottle cap made of potato starch and recycled 
paper, which can also preserve the heat of the wine. This design reflects 
not only the company’s high-end quality image, but also the company’s 
sustainable and socially responsible business philosophy by combing 
aesthetic, functional and sustainable concepts. At the service level, mid- 
to high-end brands and luxury goods companies not only bring con-
sumers services, but also bring benefits to employees and the communi-
ties where they are located. For example, the Italian Brunello Cucinelli 
brand transformed an abandoned factory into an industrial park with 
a good natural environment, providing a good living environment for 
employees and surrounding residents. It also reflects sustainable com-
munication through product design and through operations.
Relevant literature has explored the relationship between environmental 
sustainability, consumers, and brands. Research shows that the more 
consumers concerned about environmental sustainability, the more like-
ly they are to consume sustainable products and products with green 
concept (Choi, T. & Cheng, 2015). Consumers want to understand the 
relevant green strategy information of the brand and how to use envi-
ronmentally friendly products correctly. Helping consumers to under-
stand the green strategy behind the brand can not only cultivate their 
sustainable environmental awareness, but also help brands attract more 
consumers. There are also studies showing that consumers pay clos-
er attention to companies with high-confidence green business strat-
egies (Spack, Board, Crighton, Kostka & Ivory, 2012). In addition, 
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green brands can more effectively build emotional connections with 
customers which makes it easier to build relationships with consumers.
At present, more companies and brands place importance on sustain-
ability in the process of planning society, production, processing, and 
sales (Dangelico & Pujari, 2010). For example, using recyclable raw 
materials for reprocessing, and using scientific methods to extend the 
service life of products (Ljungberg, 2007; Cooper, 1994). However, the 
current trend of sustainable fashion supply chain transmission channels 
is concentrated on websites, and a few will be reflected in the brand win-
dow displays – the media that customers physically and experientially 
engage with. In addition, there is a lack of theoretical research to guide 
how to disseminate information about sustainable fashion supply chains.
With the rise of offline consumption trends, shop windows are the 
first brand space carriers to convey information to consumers when 
shopping (Oh, H., & Petrie, 2012). A window display can estab-
lish a connection between consumers and brands in the shortest time 
as well as being the first bridge between consumers and enterpris-
es (Sen, S, Block, L. G., & Chandran, 2002). Therefore, it is valuable 
to study how sustainability in fashion supply chain is also reflect-
ed beyond the websites, in the window displays of fashion brands.
1.2 Research Objectives and Questions 
This study aims to explore how sustainability in fashion supply chain 
from websites of mid-to-high-end fashion brands reflects in their win-
dow displays from the perspective of semiotics.
RQ: 
How sustainability in fashion supply chain is reflected in the mid-to-
high-end brand fashion window displays from the perspective of semi-
otics?
RQ1:
What kind of sustainability in fashion supply chain is communicated 
through the current mid-to-high-end fashion brand window displays?
RQ2: 
What are the visual symbols that reflect sustainability in supply chain of 
mid-to-high-end fashion brands?
RQ3:
How do these visual symbols function in conveying sustainability of 
supply chain? 
INTRODUCTION
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1.3 Structure of the Thesis 
This chapter introduces the importance of fashion brands to convey sus-
tainability in the fashion supply chain from websites through the win-
dow and illustrates the research problem and thesis framework.
The second chapter reviews the literature related to the expression of 
value creation of fashion brands, visual merchandising and sustainabil-
ity in the fashion supply chain, then summarizes 25 principles of sus-
tainability in the fashion supply chain and puts forward the semiotic 
analysis method to analyze the window.
The third chapter introduces the data collected and the research meth-
ods. The feasibility of applying the semiotic analysis method in window 
design is further illustrated in the research method.
The fourth chapter uses the semiotic analysis method to analyze the 
seven shop windows collected in chapter 3, combining with the relevant 
theories of visual merchandising and sustainability in the fashion supply 
chain analyzed in chapter 2, and sorts out how the visual symbols of the 
shop window system express sustainability in the fashion supply chain 
from websites by using visual merchandising method. 
The fifth chapter discusses the research results based on previous litera-
ture and answers three sub research questions respectively.
The sixth chapter summarizes the results of the study, and expounds the 
practical significance, limitations and suggestions for future research.
 
INTRODUCTION
11
  
9 HUMAN PERSPECTIVE   8
I want predictable 
patterns of behavior 
from the government.
There’s a line between 
ok and creepy.
It’s convenient 
that they have this 
information so I don’t 
have to keep entering 
it all the time.
I’m not nervous about 
sharing my data, but 
that might change 
when I get older and 
have kids.
2 LITERATURE REVIEW 
  
9HUMAN PERSPECTIVE  8
I  want  predictable 
patterns  of  behavior 
from the  government .
There’s  a  l ine  between 
ok and creepy.
It ’s  convenient 
that  they  have  this 
information so  I  don’t 
have  to  keep entering 
i t  al l  the  t ime.
I ’m not  nervous  about 
sharing my data ,  but 
that  might  change 
when I  get  older  and 
have kids.
  
9 HUMAN PERSPECTIVE   8
I want predictable 
patterns of behavior 
from the government.
There’s a line between 
ok and creepy.
It’s convenient 
that they have this 
information so I don’t 
have to keep entering 
it all the time.
I’m not nervous about 
sharing my data, but 
that might change 
when I get older and 
have kids.
Creative process management emphasizes the importance of cultural 
value creation in fashion product design. Firstly, the role of value cre-
ation in fashion design is to serve as a bridge between the development 
of social culture, social phenomena, and social material. Bertola, Colom-
bi, and Vacca (2017, pp.159-188) clearly demonstrated that constructing 
social value in fashion products and embedding contemporary cultural 
connotations in the design process of fashion products was the core of 
fashion product design. They suggest that fashion is a study of lifestyle 
trends. Designers should maintain a keen insight into the target market 
and actively predict the development trend of people’s aesthetics and 
lifestyles. On this basis, it is easier for designers to more convincingly 
create new values for fashion products, which leads the development of 
social culture. Secondly, the consumption behavior of consumers are 
not only the exchange of material environment, but also turning to ex-
change culture and value. For example, one of the design strategies of 
luxury brands is “strengthening products’ iconization” (Bertol et al., 
2017, pp. 159–188). The product matches the market trend in a narrative 
way, including storytelling about the products (ibid.). In contemporary 
society, in addition to simply following consumerism, the purchase of 
luxury goods is a cultural choice and an expression of their own identity 
and personality (Amatulli & Guido, 2011). As these examples suggest, 
the cultural connotation of high-end fashion products is particularly 
2 LITERATURE REVIEW 
This research project focuses on window displays in mid-to-high-end 
fashion brands that convey sustainable fashion information, and this 
chapter states the relevant literature and theoretical knowledge. To be 
specific, subchapter 2.1 explains the importance of window displays in 
the transmission of fashion brand value, as well as the importance of 
specific methods of visual merchandising in the field of fashion display. 
Subchapter 2.2 elaborates the relevance of sustainability in fashion sup-
ply chain and summarizes 25 principles based on relevant literature. 
Subchapters 2.3 and 2.4 introduce the current status of the use of se-
miotics in window display, design and proposed “Model of Semiotic 
Analysis” to analyze the visual elements of the window.
2.1 Visual Merchandising within Fashion Context 
2.1.1 Value Creation within Fashion Context
The establishment of the core value of fashion and luxury brands has 
been suggested to consist of three aspects: Creative process manage-
ment, Sustainable supply chain management, and Online and offline 
communication integration for mid-to-high end fashion consumers as 
the core value (Brun, 2017). 
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important. For the company, in the process of creative process manage-
ment, the relationship between art direction, creative direction and retail 
management is crucial to the development of the brand. In terms of the 
innovation of cultural connotation of fashion products, it is conductive 
to the sustainable development of the brand to use core cultural values 
to drive design and sales.  
In the increasingly competitive international market, the sustainable de-
velopment of the supply chain is conducive to establishing a credible 
corporate image. Firstly, Brun (2017) reasons that an efficient and green 
supply chain can not only improve the operational efficiency of enter-
prises, but also enhance consumer trust in the brand (pp. 189–216). The 
author suggests that with the continuous improvement of the sustainable 
consciousness of customers, the positioning of enterprise’s sustainable 
supply chain will become a core value to attract consumers. Secondly, 
the promotion of corporate sustainable supply chain can better attract 
consumers. With the development of electronic technology and infor-
mation technology, consumers wish to know more about the products 
they purchase, including information on production, sales and distribu-
tion, as well as how their consumption behaviors can affect enterprises 
or society (Brun, 2017). Since the shop window is the first and the most 
direct medium to convey the corporate image and corporate related 
information to the consumer, it is worth investigating and summarizing 
how to use visual expression and visual merchandising to express a sus-
tainable supply chain in the shop window. 
In terms of online and offline communication integration for mid-to-
high end fashion consumers, high-end fashion and luxury brands have 
planned to use social media tools to connect with consumers in recent 
years; however, these social media tools have not become widespread as 
of yet. According to a recent McKinsey survey, online shopping current-
ly accounts for less than 30% of luxury sales (McKinsey, 2020). Tradi-
tionally, mid-to-high-end fashion and luxury brands offer a one-to-one 
service to consumers when shopping. High-end retail customer experi-
ence has become crucial in the experience economy (Pine & Gilmore, 
2011). However, with the emergence of online shopping platforms such 
as mobile phones and tablet computers, consumers are becoming more 
accustomed to using the online platform for selection and comparison 
when shopping. Therefore, in order to ensure that the target custom-
ers of mid-to-high-end fashion and luxury brands can enjoy unique and 
high-quality services simultaneously, the establishment of offline and 
online cooperation has become both a challenge and an opportunity. 
This thesis studies the second type of Brun’s core values: Sustainable 
14
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supply chain management. The supply chain consists of suppliers, 
producers, manufacturers, distributors, retailers and consumers. The 
term “supplier” refers specifically to the supplier of raw materials or 
semi-finished products (Brun, 2017). Secondly, producer refers to the 
institutional department that designs, manufactures and processes 
goods. Moreover, the distributor is responsible for the transit of goods 
to retailer’s transport and distribution hubs. Additionally, retailers con-
nect distributors and consumers, often in department stores, malls and 
other locations to the end consumer (Brun, 2017). According to Mora-
na (2013), the sustainable supply chain can be approached from three 
perspectives: environmental, social and cultural, as well as economical. 
In addition, Gwilt (2014) proposes the fourth perspective: design and 
service. Therefore, this thesis will summarize the principles and guide-
lines of sustainable supply chain from four perspectives:  environmental 
perspective, social and cultural perspective, economic perspective and 
service perspective. 
2.1.2 Fashion Visual Merchandising
Visual merchandising is a method to help companies display and sell 
products to consumers from the visual layer (Davies & Ward, 2015). 
The physical visual display is the most straightforward language for 
communicating with consumers. It determines the consumers first im-
pression of the product and brand image, and also greatly affects wheth-
er the customer has a desire to further understand the product. There are 
various carriers and methods of visual merchandising. At present, most 
companies use graphic design such as logos, pictures and advertise-
ments, as well as space design such as window displays and store design 
as the main visual merchandising methods (Kim, 2013). In summary, 
visual merchandising is the use of creative visual elements to express 
the core values of corporate brand culture and to convey these contents 
to consumers to achieve the purpose of improving the brand image and 
product sales.
Current fashion brands can be divided into four categories based on price 
and target group, namely, Giffe or designer brands, Luxury brands, Pre-
mium brands and mass-market brands (Hameide, 2011). Giffe refers to 
handmade items, whileLuxury brands refer to brands with the following 
characteristics: high quality, expensiveness, scarcity, aesthetic, heritage 
or personal history and superfluity (Dubois, Laurent, & Czellar, 2001). 
In turn, the term Premium brand refers to high-end brands, also known 
as new luxury goods. Premium brand is further divided into the follow-
ing three categories (Silverstein & Fiske, 2003): Super-premiums, Old 
luxury brand extensions, and Masstige. The level of Super-premiums is 
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close to the pricing and crowd positioning of traditional luxury brands, 
which are expensive, and the items are mostly symbols of identity and 
success. Old luxury brand extensions refer to relatively low-priced 
brands created by traditional luxury brands. Masstige is a derivative of 
another traditional luxury brand, whose price can be widely accepted by 
the public, and the products in the market are high-quality products (Jin 
& Cedrola, 2017, pp. 1–39). Last but not least, mass-market brand refers 
to products which are mass produced, have low prices and acceptable 
quality. In conclusion, this paper plans to do the research on the win-
dow displays of mid-to-high end fashion brands which refers to Giffe 
or designer brand, Luxury brand, and Premium brand, because these 
three categories of fashion brands have relatively high prices and pay 
attention to quality, where design can play a certain role in the window 
display of these brands. 
Currently, the retail store is the most commonly used and the most pop-
ular brand marketing method of mid-to-high end fashion brands. For the 
tourists walking through the commercial street, offline retail stores can 
first attract the attention of customers, and directly affect the impression 
of customers on the brand, as well as the decision of whether to enter the 
store. Furthermore, four types of offline retail stores mainly exist today, 
these include flagship stores, department stores, independent stores, and 
boutiques. Flagship store refers to the store with the largest scale and the 
most representative and complete products in the downtown or regional 
center. It mainly promotes the brand image and displays the products. In 
turn, department stores are joint commercial centers with a large num-
ber of brands, which are managed separately internally. Each brand has 
its own counter whereas the independent store is a single retail location 
only owned by a single brand. Furthermore, boutiques are stores that 
specialize in small cosmetics and accessories and can be found in large 
department stores (Bailey, 2016). Nevertheless, they all require strategi-
cally planned visual merchandising to give customers a desire to learn 
more about the brand and enter the store when they come into contact 
with it regardless of the type of retail outlets under the brand. 
The visual merchandising strategy of offline retail stores is crucial, and 
directly affects the possibility of consumers staying and re-patronizing. 
Firstly, the factors that profoundly affect consumers include store image 
design, the overall layout of the store, the choice of lighting, the design 
of large surface graphics and colors, the sound, props, texture, text, the 
design of the shop window, and even how garments in stores are ironed 
(Bailey, 2016; Pegler, 2016). For example, color is not only an import-
ant object for window communication of brand connotation, but also 
the most commonly used visual marketing means in window design, 
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followed by the use of lines (Pegler & Kong, 2018). Furthermore, the 
prop is an auxiliary decoration to help display the exhibits and set off 
the atmosphere in the window (Pillai et al., 2011). In the window de-
sign, the props are important objects to show the brand products and 
brand culture. In addition, a mannequin is the most commonly used 
prop (Pillai et al., 2011) in the window design of fashion brands, espe-
cially in the display of clothes. It suggests that consumers can quickly 
generate the image of the brand store through these visual objects, and 
even match the formed image with their own image and identity, so 
as to quickly judge whether the brand is their target consumer brand. 
Secondly, with the change of modern lifestyle, shopping malls are not 
only a place for shopping, but also a place for people to relax and make 
friends (Crewe, 2016, pp. 511–529). This helps to understand that when 
people enter the shopping mall, they are not very clear about the pur-
pose of consumption, but they are looking for a comfortable shopping 
experience. In summary, the visual merchandising of brands should not 
only clearly express the brand’s own characteristic image, but also cre-
ate a relaxed and enjoyable shopping experience from the perspective 
of consumers.
The expression and design of the shop window will directly influ-
ence the behavior of consumers. Most retail outlets have one thing in 
common: they all have windows connected to the outside. In addition, 
the window display of offline stores is the first place to make visual 
contact with customers. The window is the “face” of offline stores to 
convey the spirit of the brand. Through two such facts, the content of 
the next section will analyze in detail what constitutes visual merchan-
dising in the window.
2.1.3 Window Displays in Visual Merchandising
Different types of brand window displays correspond to different types 
of visual merchandising. For fashion fast-selling brands, there are gen-
erally standardized visual image rules for the windows of their chain 
stores. For mid-to-high-end fashion brands, the window design has a 
dedicated design team, with a variety of window types and various 
themes (Diamond, 2015). This thesis explores the visual merchandising 
methods of mid-to-high-end fashion brands.
Visual merchandising is an important way to express the concept of 
window display theme. The internal structure of the window can be 
divided into color, texture, prop, light, space, etc. (Pegler, 2016; Bailey, 
2016). Visual merchandising is the integration of lighting, layout and 
other elements to enhance the brand image, so visual merchandising is 
17
LITERATURE REVIEW
  
9HUMAN PERSPECTIVE  8
I  want  predictable 
patterns  of  behavior 
from the  government .
There’s  a  l ine  between 
ok and creepy.
It ’s  convenient 
that  they  have  this 
information so  I  don’t 
have  to  keep entering 
i t  al l  the  t ime.
I ’m not  nervous  about 
sharing my data ,  but 
that  might  change 
when I  get  older  and 
have kids.
  
9 HUMAN PERSPECTIVE   8
I want predictable 
patterns of behavior 
from the government.
There’s a line between 
ok and creepy.
It’s convenient 
that they have this 
information so I don’t 
have to keep entering 
it all the time.
I’m not nervous about 
sharing my data, but 
that might change 
when I get older and 
have kids.
an important way to express the theme of the window and communicate 
with consumers in window design (Morgan, 2011). For consumers, the 
window is the only visual carrier connecting them to the internal envi-
ronment of the store, so the information expressed in the window large-
ly determines whether the consumer will enter the store to learn more 
about the brand and would also directly affect the offline sales.
Theories related to visual merchandising window displays in window 
design mainly explore the relationship between visual merchandising 
and consumer behavior. First of all, storytelling scenes will make peo-
ple more eager to understand the window space. Kaplan proposed that 
a more coherent and story environment would be easier for people to 
understand, and a complex environment would encourage people to 
explore (Kaplan, 1978). According to research, the complex and novel 
environments stimulate people’s desire for exploration (Mehrabian & 
Russell, 1974; Turley & Milliman, 2000). Secondly, the pleasant envi-
ronment will make people more willing to enter shops. Donovan, Ros-
siter and Marcoolyn (1994) introduced the biological response (SOR) 
model to the study of store atmospheres, proving that the generation of 
pleasure and arousal emotions will increase people’s desire to buy in-
store. Based on the above theory, there are also a few studies examining 
external variables, that is, the influence of window design on consumer 
behavior. Studies have shown that consumers’ decision whether to enter 
a store is related to information obtained from window displays, such as 
promotions, brand image, fashion, etc. (Sen, Block, & Chandran, 2002). 
In addition, some studies have found that more creative window dis-
plays can attract consumers’ attention and increase the likelihood of 
consumers entering the store (Cornelius, Natter, & Faure, 2010).
The author summarizes visual merchandising methods and principles 
for window displays according to Pegler (2016) as follows: 
Color: 
Yellow: Yellow is easy to think of things that are full of energy and vi-
tality, such as sunshine and lemons, representing the hope of the world.
Orange: Orange is a warm color that reminds people of a gentle sunset 
and a soft fire.
Red: On the one hand, red implies excitement, arousal and enthusiasm; 
on the other hand, red represents stop and forbid. In different countries 
and cultures, red conveys different meanings.
Pink: The color pink is easy to give a lovely, romantic feeling and is 
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reminiscent of the flowers that are waiting to be released, the fresh flow-
ers and the beginning of life.
Green: Green represents nature and reflects the freshness and sustain-
ability of nature. At the same time, green also shows health, positive and 
upward feelings, and bringing new hope to people.
Blue: Blue is reminiscent of vast skies, calm lakes and untouchable 
ground planes. At the same time, blue will bring people a cool, clean 
feeling of summer.
Blue-green: Blue-green is a combination of tasteful and bright-eyed col-
ors derived from blue and green. Also, this color is very unique and has 
a vitality and elegance.
Peach: Peach is a very friendly color and this rich color reveals warm 
red and yellow, which makes people feel an appetite and a desire to be 
close.
Purple: Purple is a romantic and mysterious color, which is very attrac-
tive to children. People often use this color to create a fantasy world.
Gray: Different shades of gray convey different information. Gray with 
low brightness is usually used as a matching color or background color 
for bright colors, giving a feeling of negative, backward, and hidden. In 
contrast, the high-gloss and lustrous gray gives a noble feeling and can 
easily become a visual center.
White: White in most cultures is akin to purity and sincerity. The color 
white can also be a used to complement other colors to create a serene 
and bright atmosphere.
Black: Black represents mystery and complexity. Black is a classic color 
that will never be outdated. Artists have created countless classics in 
black, leaving noble and classic works. But on the negative side, black 
can also represent danger and fear. Black is highly accepted and can 
appeal to both men and women. 
Analogous color: Similar colors used together make the scenario very 
harmonious, keeping subtle changes in the harmonious scene. Such a 
way of foiling each other can convey the color itself more carefully and 
accurately.
Using color to promote color: The accessory of the product can be more 
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prominent in the product itself by using the complementary color of the 
product itself. If the color of the product itself is more elegant, the use of 
colorful accessories can make the product look richer. If the product it-
self is sold to the public and is relatively cheap, then such a combination 
will make the product look more cost-effective.
Complementary colors: The effect of putting the complementary colors 
together is strong, creating a lively atmosphere and a sense of movement 
that is very eye-catching.
Contrast colors: The visual effect produced by the contrast color is quite 
exaggerated, and the strong visual effect is easy to become the visual 
center of the scene.
Monochrome colors: Monochrome colors are easy to understand and 
accept, and this kind of color can be a very pure expression of a certain 
atmosphere.
Neutral Colors: The neutral color can be used very gently as a back-
ground for the furnishings, minimizing interference with said furnish-
ings. The neutral color is relatively low-key and has affinity. It is an 
indispensable auxiliary and foil in the window.
Texture:
Rough texture: Rough texture may symbolize masculinity and rough-
ness, which gives the audience a sense of weight and ruggedness, such 
as rough wood and iron.
Soft texture: The soft texture exudes the charm of women, representing 
romance, softness and cuteness. For example, some textures like tulle, 
velvet and lace.
Neutral texture: The neutral texture can bring people a sense of peace. 
In the composition, it usually plays the role of unifying the picture and 
foiling the exhibits, such as blankets, cotton cloth, flannelette and other 
materials.
Line:
Different line conveys different visual feeling.
e.g. vertical lines: height, dignity, strength; 
horizontal lines: width, elegance, tranquility;
curved lines: softness, grace; 
diagonal lines: action, force, excitement
Vertical lines: The vertical lines easily remind people of the solemn 
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pillars of a church or towering trees, conveying a sense of power and 
distance to people. When the vertical elements become very thin, the 
elegant feeling can be displayed to the extreme.
Horizontal lines: The horizontally stretched lines are reminiscent of the 
horizon and express calmness. The horizontal line not only slows down 
the rhythm of the window, but also relieves the emotions of the custom-
er. The horizontal lines allows the entire window to be more affinitive. 
Visually, the exhibits can be made wider and shorter.
Curved lines: Curves of different curvatures can express different sen-
sations. Curves with a lot of curvature look very sexy and exude a fem-
inine charm. The flat curve of the curvature exudes a lively and agile 
temperament. Curves can be reminiscent of shapes in nature, such as 
raging waves, majestic peaks, and rolling seas. Curves can subtly create 
the rhythm of the scene as well as the center of the vision.
Diagonal lines: The diagonal lines give the overall display a sense of 
movement, making the picture full of rhythm and vitality. In addition, 
diagonal lines make the original static picture look full of power and 
energy. Furthermore, most people associate diagonal lines with moving 
objects such as storms, contrails, meteors and so on.
Composition:
Composition first helps to show the consumers the whole display through 
some shapes and patterns created by props, and then bring their atten-
tion to each part around the window display, which is called “visual 
follow through”. 
Balance: Balance is very important in a picture that is displayed, and the 
balanced design gives the consumer a harmonious visual and aesthetic 
impression. In a display, it is vital to make each small piece of the pic-
ture have similar prominence. Asymmetric balance brings unexpected 
vitality to the picture. Different objects will produce different visual 
weights through different colors and shapes. Placing these objects to-
gether neatly to create a harmonious image can influence the customer. 
For instance, large areas of white and linear or point-like dark colors 
may also form an asymmetrical visual balance.
Dominance: It is important to highlight an object in a picture. The con-
sumer’s visual attention is very short, which makes it critical to effi-
ciently deliver information in a shortest possible time. There are many 
ways to make an object stand out, such as using a color with high purity, 
or using repetition and superposition to create a sense of hierarchy.
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Contrast: Contrast can further distinguish the difference before the el-
ement, and further highlights the characteristics of the element itself. 
There are many ways to display contrast, such as between darker and 
brighter colors, soft and resolute lines, and the contrast between fine and 
rough textures.
Rhythm: Rhythm, as an important visual marketing method, can lead 
customers to notice every detail in the window (Abarajithan, 2013). 
Good picture rhythm will make the elements in the display process 
more coherent, readable and narrative. The audience will perceive the 
central point  expressed in the window as they read. Sometimes, the 
model in the window is not the focus but plays an auxiliary role. How-
ever, the model is large and easy to draw the attention of consumers. A 
good picture rhythm will make customers stay on the model for a short 
period, the eyes will be naturally directed to the displayed clothes or 
accessories.
Lighting: 
A spotlight can carry a customers’ eyes to the product.
e.g. strong light pattern
Material:
Metal: Metals are highly malleable and can be extruded or cut to create 
a variety of shapes of pipes, shelves, and rails, and can produce a variety 
of combinations for efficient modular splicing. Smooth metal can give a 
noble and elegant visual experience. Rough and even rusted metal can 
create rough and ridiculous scenes.
Plastic: Plastics are highly malleable, including transparent, opaque, 
translucent plastics, as well as plastic sheets and plastic films. In addi-
tion, the color and size are customizable. Furthermore, plastic has good 
waterproof performance and strong durability.
Styrene: Styrene can be widely used in the outer casing of products and 
props, and can be subjected to a series of machining and thermoforming.
Foam: The foam is easy to paint and shape, and the props made of foam 
are small in quality and easy to handle. The foam material can be shaped 
like a white foam and can also be randomly shaped between two solids. 
It is easy to be colored after drying.
ABS: ABS plastic has an attractive appearance with good flexibility. It 
is commonly used for the base of display devices. ABS plastic is also 
inexpensive.
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Acrylic: Acrylic has similar features as glass, but is much lighter with 
superior qualities. Acrylic can be mechanically cut and polished.
Resin: Resin is a liquid plastic that can be made into a complex shape or 
model that is visually attractive to the consumer.
Texture Plus: Texture Plus uses high-density molded polymer to mimic 
the texture of other materials, which makes it easier to replace materials 
and adapt to the environment.
Paper and boards: Paper and boards can be easily bent into a variety of 
shapes to create a variety of structures. Paper and boards are very mal-
leable, easy to stick and make stable structures.
Proportion:
Unusual or surreal proportion can give consumers a sense of freshness. 
For example, highlight and enlarge the goods displayed by reducing the 
proportions of models.
Contrast:
Contrast can make the scenario special. Contrast is achieved by lights or 
colors with strong contrast and unusual proportions. 
Repetition:
Repetition refers to the use of the same display props or models many 
times, which can attract the attention of visitors quickly and for a longer 
time. For example, in the background of the exhibition, repeated and 
successively superimposed figures are used to create the sense of move-
ment generated by the model and give the window a sense of depth.
Humor:
Humor can better and quickly mobilize relaxed and happy moods of 
people. In a happy mood, customers are more likely to be attracted by 
the window display and enter the store.
e.g. “dad-doll” window displays
Nostalgia:
Nostalgia can evoke fond memories of a certain historical period, as 
well as the desire to learn more about it.
Motion:
The moving window easily stands out compared to static ones, making 
consumers want to stop and explore to enjoy the fun.
Surprise:
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Surprise refers to the scenes that are not commonly seen in daily life, 
but can captivate customers. Such science includes science fiction, mag-
ic and surreal scenes. In addition, surprise can invoke a topic in daily 
conversation of people, leaving a lasting memory from such window 
designs.
Shock:
Shock means to deliberately startle customers to capture attention and 
create buzz. At the same time, it needs to uphold values which will 
rather bring in more customers then scare them off. An example is an 
unexpected surreal scene.
Fantasy:
Fantasy refers to the description of some absurd or artistic stories, which 
may be inspired by fairy tales, science fiction and other literary works. 
When viewers see these works, feel as if they are temporarily withdraw-
ing from real life and entering another wonderful world. 
Surrealism:
Surrealism uses elements of works of surrealist artists such as Dali to 
again create fantasy scenes outside the reality again.
2.2 Sustainability in Fashion Supply Chain
This section concentrates on the concept of the sustainable fashion sup-
ply chain. First, the basic steps involved in the fashion supply chain, and 
the current problems in the fashion supply chain are explained. Then, 
the importance for fashion brands to deliver the information about their 
sustainable supply chain from their websites to their customers through 
their window displays is illustrated. Finally, the current perspectives and 
principles of sustainability in the fashion supply chain are summarized.
At present, the problem of low social transparency in the fashion supply 
chain is widely recognized. The fashion supply chain mainly includes 
design and development, raw material procurement, processing produc-
tion and distribution retail. The fashion supply chain of a fashion brand 
is not a simple and easily controlled process and is often affected by 
many factors. For example, multiple stakeholders such as manufactur-
ers and sellers. If problems occur in the links of the supply chain, such 
as environmental pollution caused by the acquisition of raw materials, 
the reputation of the company and the brand will be seriously affect-
ed (Svensson, 2009). Therefore, there are many uncontrollable fac-
tors in the supply chain of fashion brands, leading to high difficulty in
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 supervision and low transparency of information to the public.
The openness and transparency of the fashion brand’s fashion supply 
chain is very important in establishing a close relationship with con-
sumers. With the increasing attention of consumers to the environment 
and the sustainable development of society, consumers tend to buy prod-
ucts with green protection concepts (Wang, 2014). The transparency of 
the fashion supply chain of fashion brands can make consumers more 
clearly understand the whole process of the brand from design, pro-
duction and processing, which can not only facilitate consumers ability 
to choose and find sustainable products, but also supervise the brand 
to assume the responsibility for the sustainable development of the en-
vironment and society (Boztepe,2012; Schlegelmilch, Bohlen, & Dia-
mantopoulos, 1996). Furthermore, the sustainable brand hopes that con-
sumers can pay attention to the details of the brand’s products in their 
window displays, for example, focusing on the brand’s environmentally 
friendly fabrics and textures (Yan & Yazdanifard, 2014). Because cus-
tomers are more likely to obtain information related to product compo-
sition, such as fabrics and materials (Ha & Lennon, 2010).
It is crucial to communicate the sustainability efforts of the fashion 
supply chain to the consumers. Consumers could then understand the
 sustainable impact of product production on the environment and soci-
ety, which will make consumers more responsible in purchasing behav-
iors and give consumers the right to supervise (Joshi & Rahman, 2015). 
Such a power shift could have a positive impact on both the business and 
the fashion industry as a whole. (Gen, Juan, & Xixiang, 2019). 
Moran (2013) puts forward that the sustainable supply chain of fashion 
brands is composed of three levels: 1) the environmental level, 2) the 
economic level, 3) the cultural and social level. Building on Moran’s 
(2013) model, Gwilt (2014) proposed the fourth level: 4) the consumer 
service level. These approaches include altogether 25 principles of sus-
tainability for fashion supply chain. Principles 1-18 are summarized by 
author according to Moran (2013), and principles 19-25 are analyzed by 
author according to Gwilt (2014).
- 1) Environmental level (Moran, 2013):
From the perspective of environment, the sustainable performance of 
the company in the supply chain can be divided into the following three 
approaches: Green design for eco-design, Green operations and Green 
transport (Moran, 2013).  
Green design for eco-design consists of two parts. First, reduce the 
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waste of materials in the production process (Principle 1), and begin to 
rationally plan the use of raw materials at the design stage so as to re-
duce the pollution of the environment and humans (Principle 2), or use 
scientific and technological means to extend the life of materials (Prin-
ciple 3). Second, in the end-of-life phase, the recycling rate of waste 
materials is raised to the highest. Therefore, it is essential to reduce the 
amount of energy sales, and rationally plan the energy to be used in 
product production and material transportation. (Principle 4). 
Green operations focus on green manufacturing and re-manufacturing 
as well as Innovation in waste management. On the one hand, Green 
manufacturing and re-manufacturing mainly focused on the reuse of 
materials involved in the production process and the management of 
inventory. Inventory management includes forecasting, planning, and 
execution of material usage, as well as the time, quantity, and shipping 
method of the order. From each of these steps, maximum material utili-
zation should be considered (Principle 5). On the other hand, Innovation 
in waste management means that the company organizes activities to 
involve consumers in the recycling process. Such campaigns can raise 
consumer awareness of recycling (Principle 6). 
Green transport refers to a company’s choice of green and low-carbon 
means for material transport and transportation. Environmental pollu-
tion should be minimized during transportation (Principle 7).
- 2) Economic level (Moran, 2013):
The economic level means the perspective of how to be profitable as fash-
ion producers. From an economic perspective, there are three aspects: 
Upstream logistics strategy, Management strategy of transport of logis-
tics providers as well as Distribution logistics strategy (Moran, 2013). 
In upstream strategic logistics, upstream logistics refers to the supplier, 
while upstream logistics refers to the development of a good relationship 
between suppliers and customers (Principle 8). 
From the perspective of strategic management of transport, it refers to 
the coordination between transport modes. According to the advantages 
and disadvantages of different modes of transportation, for example, air 
transport is fast but small in volume, the reasonable combination and 
coordination among different modes of transportation are required to 
maximize economic benefits (Principle 9). 
From the perspective of Distribution strategic logistics, it refers to 
changing distribution method from e-commerce to u-commerce. From 
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e-shopping and e-commerce to ubiquitous trade. Specifically, shopping 
from the computer becomes shopping from a mobile phone, a tablet de-
vice, or even a social device. At the same time, consumers have changed 
from regular shopping to shopping anytime, anywhere (Principle 10).
- 3) Cultural and social level (Moran, 2013):
From a cultural and social perspective, the sustainability of the com-
pany is reflected in four aspects. First, respect the individual rights of 
employees of the company, such as the right to rest and have vacations, 
and the right to receive remuneration for work (Principle 11). Second, 
organizational commitment. It means employees recognize the core val-
ues of their company and have loyalty and trust in their organization. 
Commitment of employees to staying in the company due to long-term 
loyalty to the company (Principle 12). Third, the sense of pleasure that 
employees feel at work (Principle 13). The pleasure employees get from 
their work will build up their sense of identity for doing the job and 
helps to build confidence in the long-term ongoing work. Fourth, estab-
lish the identity and image of the organization. A good corporate image 
will give employees a sense of belonging. (Principle 14).
From an external human resources, cultural and social perspective,there 
are three factors which aid in achieving sustainability. For the company, 
it helps establish and enhance the company’s attractiveness, and provide 
employees with the opportunity and benefits of learning skills (Prin-
ciple 15). Also, establishing a good image for a company enhances its 
credibility. Corporate image refers to the image established by the pub-
lic in the industry (Principle 16). Another important factor is the support 
from outside organizations and partners such as the trade unions for the 
benefit of employees and workers (Principle 17). In addition, the estab-
lishment of social and environmental benefits of institutions, such as 
supervision of the company’s carbon dioxide emissions exceed the limit 
play a vital role (Principle 18). 
- 4) Consumer Service level (Gwilt, 2014):
Consumer service level can be approached from the design, production, 
distribution, and use perspectives.
Design should understand the audience’s habits of use in order to fulfil 
the actual needs and desires (Principle 19). When designing products, 
emotional engagement is considered an added value, resulting in prod-
uct use longevity (Gwilt, 2014) (Principle 20). 
The understanding of durable design (Principle 21) varies because du-
rability is understood differently among people. For some, durability 
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is related to the emotional attachment, creative 
design or an attractive story, while for others, 
expensive material and good quality symboliz-
es durability (Gwilt, 2014). 
In distribution, the needs and desires of the 
consumers can be tackled through customiza-
tion services (Principle 22) online or offline. 
Some fashion brands have established online 
consumer communities where consumers can 
directly establish contacts with merchants and 
participate in the design (Principle 23). 
Brands can have an impact on how the prod-
ucts are used and maintained. Appropriate 
cleaning, repairing, storage, recycling and oth-
er forms of care for garments extend the life of 
products (Principle 24). Furthermore, technol-
ogy can be utilized in developing new ways to 
extend the life of old materials and turn them 
into new materials (Principle 25). Recyclabil-
ity can be taken into consideration during the 
  
initial stages of product design (Gwilt, 2014).
Table 1. 25 Principles of sustainability of fashion supply chain
Environment 
perspective
(Moran, 2013)
Sustainable 
eco-design
1. Waste reduction in the material production, processing,          
transportation and end-of-life phase
2. Pollution reduction to environment and human
3. Extending the life of material by technology in the 
material production, processing, transportation and end-of-life 
phase
4. Recyclability of material in production and end-products 
Green 
operation
5. Maximum the use of materials in inventory management 
6. Innovative waste management by involving consumers
Green 
transport
7.  Low-carbon transportation
Economic 
perspective
(Moran, 2013)
Upstream 
logistics 
strategy
8. Good relationship between suppliers and companies that 
use suppliers  
Management 
strategy of 
transport 
of logistics 
providers
9. Coordination between transport modes to maximize 
economic benefits
Distribution 
logistics 
strategy
10. Changing shopping mode from electronic commerce to 
ubiquitous commerce
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Cultural 
and social 
perspective
(Moran, 2013)
Internal 
human 
perspective
11. Respect for the individual rights of employees of the 
company
12. Commitment of employees to staying in the company due 
to long-term loyalty to the company
13. The sense of pleasure that employees feel at work
14. Establish the identity and image of the organization
External 
human 
resources
15. Provide employees with the opportunity and benefits of 
learning skills 
16. Establish a good and socially oriented image 
17. Trade unions for the benefit of employees and workers
18. Establishment of social and environmental benefits of 
institutions and people in society
Economic 
perspective
(Moran, 2013)
Design 19. Collecting information of consumer's
habits of using and dealing with commodities for design
20. Adding emotional added value to arouse people's 
resonance in order to extend the service life of fashion products
Production 21. Improving durability of products by adding strong 
emotional resonance and enhancing quality
Distribution 22. Customized products according to the needs of consumers 
to provide consumers with personalized customized services.
23. Consumers can directly establish contacts with merchants 
and participate in the design of products
Use 24. Paying attention to the use mode of goods of consumers
25. Develop targeted material repair technology for consumers
2.3 Semiotics in Visual Merchandising
Subchapter 2.2 has discussed the importance 
of sustainable supply chain information in the 
window display of fashion brands and the im-
portance of visual merchandising to the theme 
of window design. Semiotics provide an anal-
ysis method to explore how window display 
communicates the concepts and values of the 
fashion brands through visual merchandising. 
This chapter explains the rationale of semiotic 
analysis in window design and the current se-
miotic theory used in design. 
2.3.1 Semiotics Used in Window Display
Semiotics focuses on the meaning of commu-
nication content (Lemonnier,2016; Barthes, 
1968). The semiotic analysis model first ap-
peared in the field of language communication 
to analyze the underlying meaning of language 
(Saussure, 1959). Ferdinand de Saussure is the
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founder of the theory of linguistic semiotics. He focuses on the study of 
symbols and how symbols convey meaning in communication, and he 
presented that is no specific connection between signifier and signified 
in the language system (Saussure, 1959, p. 67-70). Saussure proposed 
that the sign is composed of two parts: signifier and signified (Saussure, 
1959). The signifier refers to the sound image of things in Saussure’s 
linguistics, and the signifier refers to the concept and meaning behind 
this sound image (Saussure, 1959, p. 67-70) . For example, the signifier 
of a red light in a traffic signal is a pattern of “red circles” that directly 
acts on the senses, while the red light refers to the conceptual meaning 
of the red light in the context of traffic, which means stop.
Semiology is based on the development of linguistic communication 
and was later applied to the analysis of the meaning of visual elements. 
Roland Barthes (1968) applied semiotics to the analysis of visual el-
ements for the first time. Specifically, he believed that fashion can be 
regarded as a symbol of expression. Roland Barthes analyzed the visual 
elements in clothing as a visual language, transmitting information to 
others and the world (Barthes, 2013). Roland Barthes developed a semi-
ology further to include a relationship between Signifier and Signified 
in Sign (Shepperson,1993; Barthes,1968).
Chandler (2007) expanded the diversity of symbols. Specifically, pic-
tures, smells, props, and such elements that appear in life can be regard-
ed as symbols. Humans are the creators of these symbolic meanings. 
According to the above theory, design objects and designed spaces – 
such as window displays - can also be regarded as symbols. The signifi-
ers of these design symbols are the components of these items, such as 
color, materials and props, and the signified refer to functions, cultural 
connotations, and theme concepts (Ye, 2016).
Store windows can be regarded as one of the very important symbols in 
the fashion brand space, and the semiotic method is therefore reasonable 
to analyze how the visual elements (signifier) in the window express 
their theme (signified).
2.3.2 Semiotics Used in Design
At present, the application of semiotic analysis in design is mainly con-
centrated in the field of graphic design and product design. In the field 
of graphic design, semiotic analysis mainly focuses on two aspects. The 
first is to analyze the relationship between visual symbols and brand cul-
ture, the second is to analyze the social significance of visual symbols. 
Specifically, on the one hand, semiotics has analyzed the relationship 
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between visual symbols and brand concept communication (Thurlow 
& Aiello, 2007), and how visual symbols can help brands create effec-
tive brand personalities (Bevins, 2014). On the other hand, semiotics 
analyzes the social meanings established between people and objects 
depicted in two-dimensional images (Van & Jewit, 2001; Kindborg & 
McGee, 2007; Page, 2006). In the field of product design, relevant liter-
ature has studied the relationship between semiotics and product design 
(Figueiredo & Coelho, 2010). There are also studies on the use of semi-
otic analysis to interpret the relationship between the internal compo-
nents of the product in the product design and the relationship between 
the product and the user and the use environment (Opperud, 2004; Vih-
ma, 1995; Mattozzi, 2007). For example, Mattozzi Alvise elaborated the 
process of analyzing the form, function and meaning of a product by a 
semiotic model (Mattozzi, 2007). Mattozzi’s semiotic analysis model 
not only analyzes the relationship between various components within 
the product, but also the relationship between the product and the sur-
rounding environment and users (Mattozzi, 2007). By analyzing these 
relationships, it is possible to further derive the way behind the product 
and the relationship with the environment and users, such as function-
al connection and emotional connection (Markussen, 2010). Thus, in 
product design analysis, the semiotic model focuses on the relationship 
between product components (signifiers) and functions (signified). 
The analysis of semiotics on fashion visual merchandising mainly fo-
cuses on the fashion graphic design field, which is mainly divided into 
clothing pattern research, fashion advertising image research and visual 
marketing method research. First, a semiotic analysis method has been 
used to study the cultural significance contained in patterns in clothing 
(Rachman, Hamiru, Umanailo, Yulismayanti & Harziko, 2019; Morga-
do, 1993; Taylor, 1998). Second, semiotic analysis is also applied in the 
communication connotation of fashion advertising, mainly analyzing 
the symbolic meaning of fashion advertising images (Rhodes & Zu-
loago, 2003; Almeida, 2009; Kretz, 2010). Thirdly, a few articles used 
semiotics to analyze fashion visual marketing methods and visual com-
munication methods as well as applied the semiotic analysis framework 
of Kress and van Leeuwen’s (2006) theory (Danish & Kousar, 2017; Ye, 
2016). 
At present, a small number of literatures use semiotic analysis to ana-
lyze the communication of information in marketing. For example, the 
semiotic method is used to study the sustainable cultural connotation of 
high-end fashion brands (Cervellon, 2013). Moreover, Hürmeriç (2015) 
studied the communication mode of sustainable information in corpo-
rate advertisements of fashion brands. In addition, Ye (2016) has ana-
lyzed how the fashion brand Windows express corporate image from 
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the perspective of semiotics. Furthermore, a study analyzes the rela-
tionship between the dissemination of cultural sustainability and Visual 
Environment (Ma, 2008).
In summary, several scholars have applied semiotics to analyze graphic 
design and product design, but only a few in the field of fashion spatial 
design, such as window display. Specifically, semiotic analysis has not 
yet been applied to analyze the relationship between the visual system 
of the window (signifier) and the theme of the window (signified). In 
addition, the current semiotic analysis related to brand sustainability 
mainly analyzes the sustainability of the communication of brand cul-
tural significance, and the lack of discussion on the information of the 
sustainable supply chain. 
2.4 Model of Semiotic Analysis
Saussure proposed that there is no specific connection between signifier 
and signified in the language system (Saussure, 1959, p. 67-70). Roland 
Barthes inherited the theory of signifier and signified from Saussure 
and applied it to the field of fashion vision. But he did not insist to the 
relationship of signifier and signified is arbitrary, he referred to the sig-
nified is divided into two levels, respectively, denotative signified and 
connotative signified (Chandler, 1994). Denotative signified means that 
the interpretation of visual information is not affected by the cultural 
background and space-time of the audience. Connotative signified is as-
sociated with individual ability and the understanding of ideology, also 
affected by the visual information of environment and context (Chan-
dler, 1994). In addition, the Denotative signified refers to the represen-
tative level of the visual information (Chandler, 1994). Since window 
display mainly transfer information of image through visual merchan-
dising (Pegler, 2016). Furthermore, visual merchandising method is a 
conventional and objective visual tool as well as technique that can help 
fashion retailers to express brand images (Chaudhary & Shah, 2020). 
Therefore, corresponding to the semiotic model of the window display 
system, the signifier is the object in the window, including color, texture, 
prop, light, space, etc. Denotative signified can be understood as visual 
merchandising methods, such as material, proportion, repetition, fanta-
sy and so on. Connotative signified refers to the information of meaning 
level, so in window display, it can be interpreted as the theme and con-
cept expressed by visual patterns. In this study, it refers to sustainability 
in fashion supply chain in their websites. In addition, the “Sustainabil-
ity in Fashion Supply Chain Reflected in Windows” (Principle1-25) in 
the table is used to classify the sustainability in fashion supply chain 
in their websites collected from brand websites for the analysis below. 
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The proposed semiotic analysis model (Table 
2) builds on the semiotic model by Roland 
Barthes (Chandler, 1994). Barthes’s semiotic 
model includes signifier, denotative Signified 
and connotative signified (Chandler, 1994). 
Specifically, the signifier is the object in the 
window, including color, texture, prop, light, 
space, text, light and so on. These objects will 
be analyzed by author in findings according 
to the images of window displays. Denotative 
Signified refers to which design methods are 
used to express the window theme. In the ear-
lier literature review, the author summarized 
the most commonly used and most represen-
tative new visual merchandising methods ac-
cording to the theories of Pegler (2016) and 
will be selected by author to analyze the win-
dow. In the earlier subchapter 2.1.3, the visual 
merchandising methods have been introduced 
profoundly, such as line, rhythm, propor-
tion, repetition and so on. Connotative Signi-
fied refers to the window theme expressed by 
objects in the context of sustainable supply chain. For example, the brand BOTTLETOP presents 
the window theme of people around the world that the brand has empowered through the object 
of Russian doll. In addition, the “Sustainability in Fashion Supply Chain reflects in Windows” 
presents that how Signifier (the object), Denotative Signified (design method) and Connotative 
Signified (the window display theme) are matched with Sustainability in Fashion Supply Chain 
(25 principles). These 25 principles were summarized by the author according to the theories of 
Moran (2013) and Gwilt (2014), so as to make the following part more clear and in-depth analysis. 
Table 2. Model of Semiotic Analysis   
Signifier Denotative Signified Connotative Signified Sustainability in 
Fashion Supply Chain 
Reflected in Windows
The object First-order signification, 
Literal dimension of meaning 
creation (design method)
Second-order signification, 
meaning（the window 
display theme）
Color
Texture
Prop
Light
Space
…
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3 DATA AND METHODS 
This chapter discusses the data collected by author and the method of 
this research. Subchapter 3.1 states the data collection, followed by sub-
chapter 3.2 elaborating on the method. 
3.1 Data Collection 
This subchapter presents the data that is chosen and collected by the 
author for this study.
Seven mid-to-high-end fashion brands are selected for the semiotic 
analysis of their window displays. The brands are selected on the basis 
of their statements regarding the sustainability in their fashion supply 
chain, available on their official websites. Each of the selected brands 
has at least one window that aims to communicate their sustainability 
efforts. The brands provided photos of their window displays on their 
official websites. These photos are the research material that the author 
collected for the analysis in this study. The brands and the research ma-
terial are listed in Table 3.
Table 3. List of fashion window displays
The 
Fashion 
Brands
Sustainable window display pictures
BOTTLE
TOP
(Figure 2)
Katie 
Jones
(Figure 4)
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Tengri 
(Figure 6)
VYAYAMA
(Figure 8)
TORTOISE
(Figure 10)
Deadwood
(Figure 12)
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LE KILT
(Figure 14)
The author identified the sustainability efforts in the fashion supply 
chain of the brands from their websites, and classified the information 
according to the 25 principles of sustainability of fashion supply chain 
summarized in section 2.2, as shown in table 4. Sustainability in fashion 
supply chain as presented on the brand websites is elaborated further in 
the findings of this thesis (Chapter 4).
Table 4. List of Sustainability in Fashion Supply Chain Mentioned in 
Websites
The Fashion 
Brands
Sustainability in Fashion Supply Chain Mentioned in 
Websites
BOTTLETOP
(Figure 1)
principle 4, material recyclability 
principle 7, low-carbon transportation
principle 18, establish social benefits for people
principle 21, enhance product durability by adding 
emotional value
Katie Jones
(Figure 3)
principle 1, waste reduction in end-of-life phase
principle 4, material recyclability
principle 21, enhance product durability by adding 
emotional value
Tengri 
(Figure 5)
principle 2, reduce pollution
principle 3, enhance material longevity by technology
VYAYAMA
(Figure 7)
principle 2, reduce pollution to environment
principle 2, reduce pollution to human
principle 7, low-carbon transportation
principle 11, respect rights of employees
TORTOISE
(Figure 9)
principle 3, enhance material longevity by technology
principle 21, enhance product durability by adding 
emotional value
Deadwood
(Figure 11)
principle 4, material recyclability
principle 21, enhance product durability by adding 
emotional value
LE KILT
(Figure 13)
principle 18, establish social benefits for people
principle 21, enhance product durability by adding 
emotional value
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3.2 Methods 
This study uses semiotic analysis as a research method to analyze the 
communication of sustainability applied in the fashion supply chain, 
reflected in the brick-and-mortar store windows of fashion brands. The 
subchapter 2.4 has summarized and discussed the specific research 
framework. This chapter will further explain the feasibility of “Model 
of Semiotic Analysis” in window analysis.
 
According to Roland Barthes’ semiotic theory, Signifier means the 
pure image concept of an object (Chandler, 1994). The denotative sig-
nified refers to the representative level of the visual information and it 
stands for the interpretation of visual information that is not affected 
by the cultural background and space-time of the audience (Chandler, 
1994). Connotative signified is associated with individual ability and 
the understanding of ideology, also affected by the visual information 
of environment and context (Chandler, 1994). Since the window de-
sign expresses the theme of the window through visual merchandising 
of the visual elements in the window, the method of visual merchan-
dising determines the relationship between the visual elements inside 
the window and the theme of the window (Morgan, 2011). Moreover, 
visual merchandising method is an objective visual tool as well as a 
technique that can help fashion retailers to express brand images 
(Chaudhary & Shah, 2020). From the above, it can be concluded that 
in the design of the window, the signifier manifests in visual elements 
such as color, texture, prop, light, and space (Pegler & Bliss, 2006), 
whereas the connotative signified corresponds with the window theme 
and the underlying sustainability principles. Denotative signified can 
be identified in the visual merchandising methods. This corresponding 
logic is applied as a framework to analyze how the mid-to-high-end 
fashion brands express the sustainability in fashion supply chain in their 
websites, through their windows through visual merchandising. This 
research, thus, analyzes the selected seven windows by using Barthean 
semiotic model, including the signifier, denotative signified and conno-
tative signified.  
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4 FINDINGS
This chapter presents the findings according to the “Model of Semiotic Analysis”, introduced in subchapter 2.4. This chapter initially sorts 
out the embodiment of sustainability in the fashion supply chain of selected brands, and classifies it according to the 25 principles summa-
rized in subchapter 2.2. Secondly, using the “Semiotic Analysis Model”, this chapter analyzes the windows of seven fashion brands from four 
perspectives, drawn from Barthean semiotic model and the visual merchandising literature: visual object, visual merchandising method, design 
concept and sustainability in fashion supply chain from websites reflected in windows. 
4.1 BOTTLETOP Window Semiotic Analysis
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Figure 1: Sustainability in fashion supply chain information from the website of BOTTLETOP (screenshots). Retrieved July 14, 2019 from https://
bottletop.org/pages/our-story
42
FINDINGS
  
9HUMAN PERSPECTIVE  8
I  want  predictable 
patterns  of  behavior 
from the  government .
There’s  a  l ine  between 
ok and creepy.
It ’s  convenient 
that  they  have  this 
information so  I  don’t 
have  to  keep entering 
i t  al l  the  t ime.
I ’m not  nervous  about 
sharing my data ,  but 
that  might  change 
when I  get  older  and 
have kids.
transportation). From the social and cultural perspective, this company not only supports the 
growth of young artists, but also raises money for the education of children in Africa. Further-
more, they have set up training workshops in Brazil and Nepal to get more people involved in 
the use of sustainable materials, which meets the principle 16, which is establishment of benefits 
of people (principle 18, establish social benefits for people). Therefore, Company BOTTLETOP 
pursues sustainability according to characteristics 4, 7, 18 and 21. 
  
According to the information from website of 
BOTTLETOP (Figure 1), the company claims 
that they initiate and undertake to empow-
er human beings and build a social culture of 
creative and sustainable design. The company 
mainly uses three kinds of materials for pro-
duction and processing. One of their sources 
of material is recycled bottle top, which comes 
from Kenya. And another one is leather off-
cuts. The third one is metal ring pulls, which is 
also the DNA of this brand. Both of these ma-
terials arewaste materials (principle 4, material 
recyclability). The designers of this company 
continue the life cycle and use cycle of materi-
als in products through creative and emotional 
design (principle 21, enhance product dura-
bility by adding emotional value). Moreover, 
also from the environmental perspective, the 
brand claims in the website that they use re-
cycled cardboard packaging to ship the bag, 
which is company’s choice of low-carbon ways 
for transportation (principle 7, low-carbon 
Figure 2: Window display of BOTTLETOP. Retrieved January 6, 2019 from https://justinfocus-
technicaldesign.work/projects/selfridges-sustainability
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The signifier is white, the denotative signified is color as a merchandis-
ing method, and the connotative signified in the context of sustainable 
supply chain, presented in the brand website as the affinity of empow-
ering people. Specifically, the Russian dolls in this window are all in 
white. White is a symbol of purity, which might express a pure atmo-
sphere and make the whole atmosphere bright and translucent, and it is 
also an auxiliary background for the main display items.
The signifier is the Russian doll, the denotative signified is fantasy, and 
the connotative signified in the context of sustainable supply chain, out-
lined on their website, represents people around the world that the BOT-
TLETOP brand has empowered. To be specific, “Russian dolls” are used 
to echo the text ‘The Human Face of Fashion’ on the window. Fantasy 
stands for metaphor and imagination (Pegler, 2016). Through the fan-
tasy design method, Russian dolls represents the people that brand has 
helped and empowered all over the world since 2002. 
When the signifier is the Russian doll, the denotative signified is the 
line, and the connotative signified in the context of sustainable supply 
chain, presented on their website, is communicating human and social-
ly friendly behavior. The Russian dolls props have a repeating pattern 
that creates a wavy curve, which gives people a soft and elegant feel-
ing (Pegler, 2016). In this way, the “human and socially responsible 
behavior” is communicated in a more contagious and expressive way. 
The signifier is Russian dolls placement, the denotative signified is the 
rhythm, and the connotative signified in the context of sustainable sup-
ply chain is the “range of people that brands help has spread all over 
the world”.  From the spatial perspective, The Russian dolls in the shop 
window are placed at the left, right and to the rear of the shop window. 
Through a special placement method, the rhythm of the wave is visu-
ally generated. Such a sense of rhythm helps to express readability and 
narrative (Pegler, 2016). Finally, one of the signifiers is the text “THE 
HUMAN FACE OF FASHION”. Through the meaning of the text as 
reflected on the official website content, the connotative signified of the 
text represents people who have been helped by this fashion business.
In conclusion, listing in Table 5, the Sign of “Window of BOTTLETOP” 
uses Russian doll props to represent people around the world that the 
BOTTLETOP brand has helped and empowered since 2002. They com-
municate this sustainability principle through fantasy, color, rhythm and 
lines through visual merchandising methods. Expressing the brand’s so-
cial and cultural sustainability efforts: the company website claims that 
it has helped many people by providing employment and education op-
portunities. Therefore, the BOTTLETOP window display only reflects 
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Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
WindowsThe object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order 
signification, meaning
（the window display 
theme）
color White Color: pure and 
innocent
the affinity of 
empowering people
principle 18, establish social 
benefits for people
Prop Russian dolls Fantasy Representing people 
around the world that the 
BOTTLETOP brand has 
helped and empowered 
since 2002.
principle 18, establish social 
benefits for people
Line Communicating "human 
and socially friendly 
behavior" 
principle 18, establish social 
benefits for people
Space Russian dolls 
Placement
Rhythm The range of people that 
brands help has spread all 
over the world
principle 18, establish social 
benefits for people
Text “THE 
HUMAN 
FACE OF 
FASHION”
Text The people who have 
been helped by the 
fashion brand business
principle 18, establish social 
benefits for people
the sustainable principle 18, but does not represent the sustainable principle 4, 7 and 21, men-
tioned in their website.
Table 5. Model of Semiotic Analysis of BOTTLETOP Window Display 
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4.2 Katie Jones Window Semiotic Analysis
Figure 3: Sustainability in fashion supply chain information from the website of Katie Jones (screenshot). Retrieved July 14, 2019 from
http://www.katiejonesknit.co.uk/blog/2018/2/21/n6lidxx9b50j56ehw7iv3cngs1tcur?rq=sustainable
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the Company Katie Jones pursues sustainability “according to characteristics of 1, 4 and 21. 
  
Katie Jones explained on her official website 
(Figure 3) that in the process of working with 
British wool materials dealers. They reused 
excess and waste materials in creative ways 
(principle 21, enhance product durability by 
adding emotional value). For example, they 
used waste materials, including crochet, pom-
pom, and yarn, to create colorful and creative 
window designs. The Katie Jones brand is com-
mitted to researching and utilizing sustainable 
textile fabrics in the selection and production 
of apparel fabrics. On the one hand, the brand 
follows a reduction in the waste of raw mate-
rials and uses creative and sustainable ways to 
make beautiful window displays from discard-
ed raw materials (principle 1, waste reduction 
in end-of-life phase). On the other hand, the 
brand is looking for sustainable raw material 
suppliers and insists on using sustainable raw 
materials for design (principle 4, material re-
cyclability). Both aspects meet the guidelines 
of reducing raw material waste. In summary, 
Figure 4: Window display of Katie Jones. Retrieved January 6, 2019 from
https://www.cathyvanhear.com/katie-jones-x-bouf
The signifier is the color composition of red, green, orange and blue, the denotative signified of 
which is color and contrast between colors, and the connotative signified in the context of sustain-
able supply chain drawn from the website is making materials look more lively and vibrant. The 
windows use brighter colors and contrasting colors such as red and green. Exaggerated contrasts 
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and the connotative signified in the context of sustainable supply chain expressed in their website 
is the fluffy and comfortable feeling of the sustainable material (British Wool). Associating fanta-
sy and imagination with British wool used in the brand, “BOUF” stands for bouffant. Therefore, 
the connotative signified is comfortable feeling of the British wool and other fabrics the brand 
uses.
Summarized in Table 6, the sign of “Window of Katie Jones” enhances the customer’s attention to 
the fabric of the brand itself through the bright colors of the sustainable fabric and the expression 
of the “fluffiness” of the fabric. In addition, the showcase uses the case of making excess fabric 
into socks to convey that the brand continues the fabric’s vitality through creative design, which 
reflects principle 1 of the sustainability in fashion supply chain - reducing waste in end-of-life 
phase.
  
show a strong visual effect, making it easy to 
create a central scene, so that consumers pay 
more attention to the material itself.
The signifier is fabric, the denotative signified 
is the lexical meaning, and the connotative 
signified in the context of sustainable supply 
chain as expresses on the website is the con-
cept of upcycling. The showcase allows waste 
materials to be repurposed through the creative 
method, turning waste into treasure. The ma-
terial in the window is the waste material pro-
duced by the company in the production. The 
brand uses the fantasy method to turn the waste 
material into giant socks, making the material 
itself more interesting. When consumers see 
such abnormal-sized socks, they feel as if they 
have entered a fairytale world or it’s a Christ-
mas holiday. Such a design can cause con-
sumers to be curious about the material itself.
Another signifier is the combination of letters 
“BOUF”, the denotative signified is fantasy, 
Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order signification, 
meaning（the window 
display theme）
Color Red, green, 
orange and 
blue
Color and 
contrast between 
colors
making materials look 
more lively and vibrant
Table 6. Model of Semiotic Analysis of Katie Jones Window Display
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Texture fabric Fantasy Express the brand design 
concept of turning waste 
into treasure with creativity
principle 1, waste reduction 
in end-of-life phase
Text Letters:
“BOUF”
Lexical meaning "BOUF" stands for 
bouffant, expressing the 
fluffy and comfortable 
feeling of the material.
4.3 Tengri Window Semiotic Analysis
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Figure 5: Sustainability in fashion supply chain information from the website of Tengri (screenshots). Retrieved July 14, 2019 from https://www.
tengri.co.uk/sustainability
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of the material itself, prolonged the life of the clothes themselves, and achieved environmental 
sustainability (principle 3, enhance material longevity by technology). The material source of the 
Tengri brand is very transparent and sustainable. The yak fiber comes from 4,500 herder families. 
The company’s clothing products are designed according to the special properties of the materi-
als, fully respecting nature, and maximizing the development and utilization of the original prop-
erties of the materials. Achieving sustainability through respect for nature. In conclusion, from an 
environmental perspective, this brand has extended the life cycle of products through innovative 
processing of environmentally friendly materials. The Brand Tengri pursues “sustainability” ac-
cording to characteristics of 2 and 3. 
The sustainability of the Tengri brand is main-
ly focused on the environmental protection of 
raw materials and associated processing tech-
nology. As can be seen on the brand’s official 
website (Figure 5), Tengri guarantees the mate-
rial’s environmental sustainability and its wild-
life-friendliness. In addition, the Tengri brand 
material does not undergo secondary bleach-
ing and does not emit a toxic odor (principle 
2, reduce pollution). The fabric is very soft and 
does not pill. The material is very breathable 
and can be thermally adjusted automatically. 
In terms of fabric processing technology, this 
brand combines traditional handcraft process-
ing systems and innovative material processing 
techniques to ensure the originality of materi-
als and naturalness of the yarn construction 
(principle 3, enhance material longevity by 
technology). The material’s innovative tech-
nology makes the material resistant to water 
and maggots. Such scientific and technolog-
ical innovations have enhanced the durability 
Figure 6: Window display of Tengri. Retrieved January 6, 2019 from
https://www.selfridges.com/US/en/features/articles/content/material-world-windows/
55
FINDINGS
  
9HUMAN PERSPECTIVE  8
I  want  predictable 
patterns  of  behavior 
from the  government .
There’s  a  l ine  between 
ok and creepy.
It ’s  convenient 
that  they  have  this 
information so  I  don’t 
have  to  keep entering 
i t  al l  the  t ime.
I ’m not  nervous  about 
sharing my data ,  but 
that  might  change 
when I  get  older  and 
have kids.
  
9 HUMAN PERSPECTIVE   8
I want predictable 
patterns of behavior 
from the government.
There’s a line between 
ok and creepy.
It’s convenient 
that they have this 
information so I don’t 
have to keep entering 
it all the time.
I’m not nervous about 
sharing my data, but 
that might change 
when I get older and 
have kids.
connotative signified in the context of a sustainable supply chain, claimed in the brand’s website is 
represents that the brand pays attention to the yarn and raw materials. In terms of the visual com-
position of the window display, yarn occupies 80% of the window display area, while the main 
display sweaters only occupy about 20% of the area, which is arranged in the lower right corner 
of the window display. This novel composition means that the brand pays great attention to yarn, 
that is, the raw materials of this clothing product.
To sum up, listing in Table 7, the Sign of “Window of Tengri” attracts customers’ attention to the 
performance of raw materials through materials, lines, contrasts and special visual composition 
ratios, thereby expressing the brand’s use of technological innovation to enhance the durability of 
materials. This reflects the third “sustainability” according to characteristics of 2 and 3, which is 
reducing waste, pollution as well as extending the life of material.
  
The signifiers in the window display are pre-
dominantly the yarn and sweaters. The visual 
merchandising methods are line and contrast, 
and the connotative signified in the context of 
sustainable supply chain is the comfort, soft-
ness and sustainability of nature-friendly yarn 
and sweaters. The Tengri brand’s window is 
made of environmental-friendly raw yarn and 
three sweaters, which are mainly represented 
by line and contrast visual merchandising de-
sign methods to express the sustainability of 
the brand. From a visual point of view, a large 
number of straight lines represent strength and 
vitality. The three pieces of clothing outline 
soft lines, giving people a feeling of softness 
and natural affinity. In contrast to the straight 
lines, the soft lines show the comfort, softness 
and sustainability of nature-friendly materials, 
giving customers the urge to try them on. 
The signifier is the yarn and the sweater, the 
denotative signified is proportion, and the 
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Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order signification, 
meaning（the window 
display theme）
Texture Sweater Material Soft sweater texture
Prop Yarn and 
sweaters
Line and contrast In contrast to the straight 
lines, the soft lines show 
the comfort, softness and 
sustainability of nature-
friendly yarns
Space The yarn 
and the 
sweater
Proportion Yarn occupies 80% of 
the area. This novel 
composition represents that 
the brand pays attention to 
the yarn and raw materials
principle 2, reduce 
pollution 
principle 3, enhance 
material longevity by 
technology
Table 7. Model of Semiotic Analysis of Tengri Window Display
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4.4 VYAYAMA Window Semiotic Analysis
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Figure 7: Sustainability in fashion supply chain information from the website of VYAYAMA (screenshots). Retrieved July 14, 2019 from 
https://www.vyayama.com/pages/responsible-fashion
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transportation). Third, the company guarantees the safety of the materials, and the company 
guarantees that the materials are non-toxic and harmless to human skin (principle 2, reduce 
pollution to human). Therefore, Company VYAYAMA pursues sustainability according to char-
acteristics 2, 7 and 11.
  
The brand VYAYAMA says on its website (Fig-
ure 7) that it takes responsibility from a social, 
cultural as well as an environmental perspec-
tive. From the social and cultural perspective, 
the company claims that every selected em-
ployee on the team of production material sup-
pliers is treated equally (principle 11, respect 
rights of employees). Treatment, protected by 
the sound health regulations, reflects the char-
acteristics 9 of sustainable principles, which is 
respect the individual rights of employees of 
the company. From environmental perspective, 
first, the company guarantees that the sewage 
generated during the processing of materials 
and dyeing and washing of fabrics has its own 
treatment system, which will not affect the sur-
rounding environment (principle 2, reduce pol-
lution to environment).Second, VYAYAMA’s 
fiber and yarn spun are produced and pro-
cessed in the same place, which can reduce the 
environmental pollution caused by materials 
during transportation (principle 7, low-carbon
Figure 8: Window display of VYAYAMA. Retrieved January 6, 2019 from
https://www.selfridges.com/US/en/features/articles/content/material-world-windows/
60
FINDINGS
  
9HUMAN PERSPECTIVE  8
I  want  predictable 
patterns  of  behavior 
from the  government .
There’s  a  l ine  between 
ok and creepy.
It ’s  convenient 
that  they  have  this 
information so  I  don’t 
have  to  keep entering 
i t  al l  the  t ime.
I ’m not  nervous  about 
sharing my data ,  but 
that  might  change 
when I  get  older  and 
have kids.
and slender straight shapes that support clothes. These three shapes make the window display 
visually very balanced and have a sense of hierarchy. The sense of rhythm makes the window 
display more coherent and more readable and attracts customers’ attention to the safety and green 
performance of the fabric when made into Yoga wear.
To sum up, listing in Table 8, the Sign of “Window of VYAYAMA” showcases yoga clothes and 
stretch fabrics through the visual merchandising methods of line, curve, rhythm and dominance. 
The yoga clothes and fabrics displayed in the window are full of vitality, reflecting the soft and 
malleable properties of the materials. This reflects the characteristic 2 of the sustainability prin-
ciples but does not reflect the characteristic 7 and 11.
  
The signifier is flexible fiber fabric, and the 
connotative signified in the context of sus-
tainable supply chain is expressing that the 
elastic material has excellent performance. 
The performance of the material is shown 
through the stretching of the fabric. Again, 
the signifier is the stretch fabric, the visu-
al merchandising methods are the line and 
curve, and the connotative signified in the 
context of sustainable supply chain is express-
ing a sense of rhythm and the performance of 
the material. Curves and lines with different 
curvatures make this picture rich in rhythm 
and very easy to become the visual center.
The signifier is the yoga wear, the denota-
tive signified are rhythm and dominance, 
and the connotative signified in the con-
text of sustainable supply chain is express-
ing the safety and green performance of the 
fabric. There are three shapes in the win-
dow display: triangles made of elastic cloth,
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Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order 
signification, meaning
（the window display 
theme）
Texture Flexible fiber 
fabric
Material The material is elastic 
and has excellent 
performance.
Props Stretch fabric Line and curve Expressing a rich sense of 
rhythm and the excellent 
performance of the 
material
principle 2, reduce pollution 
to human
Yoga wear Rhythm and 
Dominance
The sense of rhythm 
makes the picture more 
coherent and more 
readable, expressing 
the safety and green 
performance of the fabric 
when made into Yoga 
wear.
Table 8. Model of Semiotic Analysis of VYAYAMA Window Display
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Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order 
signification, meaning
（the window display 
theme）
Texture Flexible fiber 
fabric
Material The material is elastic 
and has excellent 
performance.
Props Stretch fabric Line and curve Expressing a rich sense of 
rhythm and the excellent 
performance of the 
material
principle 2, reduce pollution 
to human
Yoga wear Rhythm and 
Dominance
The sense of rhythm 
makes the picture more 
coherent and more 
readable, expressing 
the safety and green 
performance of the fabric 
when made into Yoga 
wear.
4.5 TORTOISE Window Semiotic Analysis
Figure 9: Sustainability in fashion supply chain information from the website of TORTOISE (screenshot). Retrieved July 14, 2019 from https://tor-
toisedenim.com/pages/about-us
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the perspective of consumer service design.
  
According to the website (Figure 9), TOR-
TOISE uses the technology they developed 
to clean denim, called the Wisher Wash Pro-
cess, to clean denim products. This product not 
only does not use harmful cleaning agents, but 
also saves 90% of water resources than ordi-
nary cleaning methods (principle 3, enhance 
material longevity by technology). Moreover, 
this cleaning method can preserve the origi-
nal beautiful appearance of denim products to 
the greatest extent on the basis of protecting 
the environment, thereby extending the life 
of the products (principle 21, enhance prod-
uct durability by adding emotional value). 
The brand regards the sustainability of prod-
uct after-sales as its core competitiveness, and 
provides people with clothing and aesthetic 
enjoyment based on technological innovation, 
protecting the environment, and saving social 
resources. The TORTOISE brand achieves 
sustainability and pursues “sustainability” ac-
cording to the characteristics of 3and 21. from 
Figure 8: Window display of VYAYAMA. Retrieved January 6, 2019 from
https://www.selfridges.com/US/en/features/articles/content/material-world-windows/
The signifier are the jeans, the denotative signified is the particular type of material, and the 
connotative signified in the context of sustainable supply chain is High-tech washing technology 
for denim and transparency. TORTOISE’s window display uses environmentally friendly denim 
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fabric together with the jeans. And the jeans 
in the window bring consumers to mind where 
and how these jeans are made.
The signifier is also the denim strip, the visu-
al merchandising method, thus, the denotative 
signified is dominance, and the connotative 
signified in the context of sustainable supply 
chain is highlighting the importance of denim 
cloth in the company’s production. Specifically, 
in the window display, the jean is layered ver-
tically to highlight the denim cloth displayed 
in the horizontal direction. The layered denim 
highlights the importance of denim cloth in the 
company’s production.
The signifier is the denim strip, the method is 
repetition, and the connotative signified in the 
context of sustainable supply chain is express-
ing the brand’s attention to hand-modified fab-
rics. The window display uses a large area and 
a large number of repeatedly arranged strips of 
cloth. This display method is to achieve a visual balance with the jeans products that are also re-
peatedly displayed, thereby forming a harmonious image. In this window, the proportion of fabric 
is much larger than that of jeans.
To sum up, listing in the table 9, the Sign of “Window of TORTOISE” promotes customers’ at-
tention to materiality through the display of denim fabric and jeans, repeated display of denim 
fabric and constructive space creation, thus showing that the brand’s core competitiveness is the 
durability of materials and research and pursuit of sustainability. And it reflects the company 
pursuit of sustainability according to characteristics 3, which is improving the use phase to make 
products last, but does not reflect characteristics 21.
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Table 9. Model of Semiotic Analysis of TORTOISE Window Display
Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order signification, 
meaning（the window 
display theme）
Texture Jean Material High-tech washing 
technology for denim and 
transparency
principle 3, enhance 
material longevity by 
technology
Props Denim strips Dominance The denim cloth not only 
helps to show the jeans, 
but also highlights the 
importance of denim 
cloth in the company's 
production.
Repetition Achieving a visual balance 
with denim products, 
expressing the brand's 
attention to fabrics through 
a harmonious image
Space Space 
composition 
of jeans and 
denim strips
Proportion The denim fabric takes up 
more space than the denim 
material itself, which 
represents the brand's 
attention to the fabric.
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Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order signification, 
meaning（the window 
display theme）
Texture Jean Material High-tech washing 
technology for denim and 
transparency
principle 3, enhance 
material longevity by 
technology
Props Denim strips Dominance The denim cloth not only 
helps to show the jeans, 
but also highlights the 
importance of denim 
cloth in the company's 
production.
Repetition Achieving a visual balance 
with denim products, 
expressing the brand's 
attention to fabrics through 
a harmonious image
Space Space 
composition 
of jeans and 
denim strips
Proportion The denim fabric takes up 
more space than the denim 
material itself, which 
represents the brand's 
attention to the fabric.
4.6 Deadwood Window Semiotic Analysis
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Figure 11: Sustainability in fashion supply chain information from the website of Deadwood (screenshots). Retrieved July 14, 2019 from
https://www.deadwoodstudios.com/pages/sustainability
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according to the characteristics of 4 and 21. 
  
According to the Deadwood brand website 
(Figure 11), the brand attaches great impor-
tance to the sustainable use of raw materials, 
mainly reflected in two levels; namely the en-
vironmental level and the design level. From 
an environmental perspective, the brand’s raw 
material source is 100% recycled old leath-
er (principle 4, material recyclability). This 
approach not only directly saves leather re-
sources found in nature, but also reuses used 
or discarded leather. From a consumer service 
perspective, the brand’s re-cutting and shaping 
of old leather pieces, has given leather a sec-
ond life through design and creativity. This 
approach reshapes the concept of “fashion” in 
people’s minds (principle 21, enhance product 
durability by adding emotional value). Through 
the change of concept, people pay more atten-
tion to the value of sustainability in fashion, 
thereby changing people’s aesthetic value ori-
entation and consumption habits. In summary, 
the Deadwood brand pursues “sustainability” 
Figure 12: Window display of Deadwood. Retrieved January 6, 2019 from
https://www.selfridges.com/US/en/features/articles/content/material-world-windows/
The signifier is the recycled leather, with the denotative signified being material, and the conno-
tative signified in the context of sustainable supply chain is expressing the brand’s awareness of 
the sustainability of raw materials. Specifically, the use of the brand’s leather clothing products, 
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used as display props in the window displays, 
shows that the brand itself is very confident in 
their materials. 
The signifier is the leather clothes folded into 
different shapes, the denotative signified is 
rhythm, and the connotative signified, in the 
context of sustainable supply chain, is reflect-
ing the brand culture of creativity, as produc-
tivity, by using creative design approaches to 
diversify product styles. This window uses the 
rhythm and the lines of the window design 
method where leather clothes are stacked into 
different shapes, showing different parts of 
the garments. Such a rhythmic display meth-
od adds visual vitality to the window display, 
giving it a readable narrative. The use of cre-
ative design methods and second tailoring 
have given recycled leather a second fresh life. 
Different folding methods make clothes show 
a variety of dynamic lines, such as different 
lengths and directions. The secondary cutting 
 
of recycled materials reflects the brand’s concept of reshaping fashion and sustainability, as well 
as, the spirit of innovation.
The sign of “Window of Deadwood” uses the display of recycled leather materials to reflect the 
brand’s emphasis on the sustainability of raw materials, thereby reflecting the characteristics of 4 
from the environmental perspective, which is the maximum the recycling rate of waste material. 
Second, through the visual merchandising methods such as rhythm and line, the window display 
uses clothes stacked in different shapes to reflect the importance of secondary creative tailoring 
in the brand. This reflects the sustainability according to characteristics 21, which is using inno-
vation and creative design to extend the life of products. The information is listed in Table 10. 
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Table 10. Model of Semiotic Analysis of Deadwood Window Display
Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order signification, 
meaning（the window 
display theme）
Texture Recycled 
leather
Material Expressing the brand's 
awareness of the 
sustainability of raw 
materials
principle 4, material 
recyclability
Prop leather 
clothes 
Folded into 
different 
shapes
Rhythm Reflecting the brand culture 
of creativity as productivity 
by using creative design 
approaches to diversify 
product styles 
principle 21, enhance 
product durability by 
adding emotional value
Line Showing the creativity and 
diversity of this clothing 
brand in the second 
tailoring of raw materials 
as well as better Reflecting 
the brand's concept of 
reshaping sustainable 
fashion
principle 21, enhance 
product durability by 
adding emotional value
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4.7 LE KILT Window Semiotic Analysis
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Figure 13: Sustainability in fashion supply chain information from the website of LE KILT (screenshots). Retrieved July 14, 2019 from 
http://lekilt.co.uk/manifesto/
According to the introduction of LE KILT on their website (Figure 13), Le Kilt is a brand that inherits and innovates the ideas of Scot-
tish heritage. The brand works with small British manufacturers to promote sustainable cultural heritage. For example, the brand 
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encourages customers to consume quality, 
rather than pursue quantity. This brand mainly 
reflects sustainability from the perspective of 
design and social culture. From a service and 
design perspective, the company has added to 
the brand’s narrative, the notion that refinished 
sweaters are beautiful and worthy of inheri-
tance (principle 21, enhance product durabil-
ity by adding emotional value). The brand is 
spreading the concept of sustainable fashion 
by reshaping people’s understanding of the 
cycle and method of use for clothing. In addi-
tion, the brand hopes that people can feel the 
warmth and memory of time passed in hand-
made clothes. (principle 21, enhance product 
durability by adding emotional value). From a 
social and cultural perspective, the brand pro-
motes the craftsmanship of clothing production 
in the community, and cultivates traditional 
craftsmanship. This brand also runs creative 
workshops in the community, training local 
young people on traditional manufacturing 
processes (principle 18, establish social benefits for people). This approach is very conducive to 
the cultural craftsmanship  and the establishment of a brand image. At the same time, when young 
people learn craftsmanship, they will provide new ideas for innovative craftsmanship, which is 
conducive to the sustainable development of the craftsmanship. To sum up, the LE KILT brand 
pursues “sustainability” according to the characteristics of 21, which is design for durability by 
adding emotional value. And the brand pursues “sustainability” according to the characteristics 
of 18, which is establish from the perspective of culture and society a good and socially oriented 
image.
  
Figure 14: Window display of LE KILT. Retrieved January 6, 2019 from
https://www.selfridges.com/US/en/features/articles/content/material-world-windows/
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The signifier is color combinations of red, 
green, blue and black. The denotative signi-
fied is color, and the connotative signified in 
the context of sustainable supply chain is con-
veying the brand’s emphasis on traditional cul-
ture and Scottish weaving. Scottish weaving 
of kilts can attract consumers due to its added 
emotional value, because these typical Scottish 
colors remind customers of their culture and 
heritage. Red, green, blue, and black are used 
in three places in the window, namely kilts, 
carpets and woolen shafts. The combination of 
red, green, blue, and black exudes a Scottish 
flair. It symbolizes the cultural colors of kilts, 
rugs, and woolen shafts reflected in the brand’s 
emphasis of traditional Scottish weaving. 
 
The signifier is Scottish texture, the denotative 
signified is material, and the connotative signi-
fied in the context of sustainable supply chain, 
claimed in brand’s website. Through their web-
site the brand aims to emphasize their fabrics 
 and product quality. The largest area of display material in the window is Scottish fabric. The soft 
fabric gives a prideful, yet nostalgic feeling (Pegler, 2016), which can enhance customers’ trust in 
the brand’s fabric. Of all the products and props displayed, the proportion of cloth display is about 
70%, which shows that the brand attaches importance to cloth and product quality.
The signifier is the hanging rod, the denotative signified is line, and the connotative signified in 
the context of sustainable supply chain is helping the kilts to be displayed regularly, reflecting 
the skirt weaving methods. The hanging rod connotes that the kilts are handmade and locally 
produced. 
The signifier is the woolen shaft, the denotative signified are rhythm and repetition. The conno-
tative signified in the context of sustainable supply chain, highlighting the sustainable use of the 
dress, handmade craftmanship leading to an increased lifespan of the dress. The sense of rhythm 
increases this narrative of the window (Pegler, 2016). The whole static window seems to be tell-
ing the story of a skirt being knitted. Such a narrative expresses the brand’s desire to convey a 
sustainable fashion concept of re-dressing. The brand hopes that consumers can feel that fashion 
is not only fresh, but also holds a piece of memory and time.
The Sign of “Window of LE KILT” expresses the brand’s emphasis on the beauty and heritage 
through their display of kilts. The kilts also emphasize color and materials in the window, which 
pursues “sustainability” according to the characteristics of 20, enhancing product durability by 
adding emotional value. On the one hand, the brand expresses the sustainable fashion concept of 
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“handmade kilts, increases sustainability” by 
creating a visual image with rhythm and nar-
rative sense. This reinforces the idea of “sus-
tainability” according to the characteristics of 
21. However, this window does not reflect the 
characteristics of 18, which is establishing so-
cial benefits for people. The information is list-
ed in Table 11. 
Signifier Denotative 
Signified
Connotative Signified Sustainability in Fashion 
Supply Chain Reflected in 
Windows
The object First-order 
signification, 
Literal 
dimension of 
meaning creation 
(design method)
Second-order 
signification, meaning
（the window display 
theme）
Color color 
combinations 
of red, green, 
blue and 
black
Color Conveying the brand's 
emphasis on traditional 
culture and beautiful 
Scottish weaving 
principle 21, enhance 
product durability by adding 
emotional value
Texture Scottish 
texture
Material Conveying the brand's 
emphasis on fabrics and 
product quality
Props the hanging 
rod
Line Helping the skirts to 
be displayed regularly, 
reflecting the skirt 
handmade methods
principle 21, enhance 
product durability by adding 
emotional value
the woolen 
shaft
Rhythm and 
repetition
Highlighting the 
sustainable use of the 
dress, which is handmade 
to increase the life of the 
dress.
principle 21, enhance 
product durability by adding 
emotional value
Table 11. Model of Semiotic Analysis of LE KILT Window Display
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4.8 Summary of Semiotic Model in Windows 
The table 12 summarized whether brands’ sustainability in fashion sup-
ply chain mentioned in websites, reflected in their window displays, and 
from which perspectives. 
Specifically, BOTTLETOP reflects the environmental perspective (prin-
ciple 4, 7), cultural and social perspective (principle 18), and consumer 
service perspective (principle 22) in the sustainability in fashion supply 
chain on their website. However, in the BOTTLETOP window design, 
it only reflects the cultural and social perspective (principle 18). Katie 
Jones reflects the environment perspective (principle 1, 4) and consumer 
service perspective (principle 22) in the sustainability in fashion supply 
chain on their website. In the design of Katie Jones window, however, 
only the environmental perspective (principle 1) is reflected. Tengri re-
flects the environment perspective (principle 2, 3) of sustainability in 
fashion supply chain in the website and is reflected in the Tengri win-
dow. VYAYAMA reflects the environmental perspective (principle 2, 
7) and cultural and social perspective (principle 11) in the sustainabili-
ty in fashion supply chain on their website. However, the VYAYAMA 
window design only reflects the environmental perspective (principle 
2). TORTOISE reflects the environment perspective (principle 3) and 
consumer service perspective (principle 22) in the sustainability in fash-
ion supply chain on their website, but the window design only reflects 
the environmental perspective (principle 3). Deadwood reflects the en-
vironmental perspective (principle 4) and consumer service perspective 
(principle 22) in sustainability in fashion supply chain on their website 
and is reflected in the Tengri window. LE KILT reflects the cultural, 
social (principle 18) and consumer service perspective (principle 22) on 
their website, while the BOTTLETOP window design refelcts consumer 
service perspective (principle 22).
Table 12. Summary of List of Sustainability in Fashion Supply Chain in 
Websites Reflected in the Windows
The Fashion 
Brands
Sustainability in 
Fashion Supply 
Chain Mentioned in 
Websites
The 
Perspective
Weather 
Sustainability in 
Fashion Supply 
Chain Mentioned 
in Websites 
Reflected in the 
Windows or not 
(YES / NO)
BOTTLETOP principle 4, material 
recyclability
Environment 
perspective
NO
principle 7, 
low-carbon 
transportation
Environment 
perspective
NO
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principle 18, 
establish social 
benefits for people
Cultural 
and social 
perspective
YES
principle 21, 
enhance product 
durability by adding 
emotional value
Consumer 
Service
perspective
NO
Katie Jones principle 1, waste 
reduction in end-of-
life phase
Environment 
perspective
YES
principle 4, material 
recyclability
Environment 
perspective
NO
principle 21, 
enhance product 
durability by adding 
emotional value
Consumer 
Service
perspective
NO
Tengri principle 2, reduce 
pollution
Environment 
perspective
YES 
principle 3, enhance 
material longevity 
by technology
Environment 
perspective
YES
VYAYAMA principle 2, reduce 
pollution to 
environment
Environment 
perspective
YES
principle 2, reduce 
pollution to human
Environment 
perspective
YES
principle 7, 
low-carbon 
transportation
Environment 
perspective
NO
principle 11, 
respect rights of 
employees
Cultural 
and social 
perspective
NO
TORTOISE principle 3, enhance 
material longevity 
by technology
Environment 
perspective
YES
principle 21, 
enhance product 
durability by adding 
emotional value
Consumer 
Service
perspective
NO
Deadwood principle 4, material 
recyclability
Environment 
perspective
YES
principle 21, 
enhance product 
durability by adding 
emotional value
Consumer 
Service
perspective
YES
LE KILT principle 18, 
establish social 
benefits for people
Cultural 
and social 
perspective
NO
principle 21, 
enhance product 
durability by adding 
emotional value
Consumer 
Service
perspective
YES
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The table 13 summarized the information from Table 5 to table 11, 
which is, sustainability in Fashion Supply Chain in websites that re-
flected through objects in the windows. And table 12 will be further 
discussed in Chapter 5.
Table 13. Model of Semiotic Analysis and Summary of 7 Window Dis-
plays
The fashion 
brands
Signifier Denotative 
Signified
Connotative 
Signified
Sustainability 
in Fashion 
Supply Chain 
Reflected in 
Windows
The object The relation 
between 
Signifier 
and 
Signified 
(design 
method)
The meaning 
(design 
concept) in 
the context of 
sustainable 
supply chain 
in fashion 
claimed in 
brand website 
BOTTLETOP Color White Color: 
pure and 
innocent
the affinity of 
empowering 
people
principle 
18, establish 
social benefits 
for people
Prop Russian 
dolls
Fantasy Representing 
people around 
the world that the 
BOTTLETOP 
brand has helped 
and empowered 
since 2002.
principle 
18, 
establish 
social 
benefits 
for 
people
Line Communicating 
"human and 
socially friendly 
behavior" 
principle 
18, 
establish 
social 
benefits 
for 
people
Space Russian 
dolls 
Placement
Rhythm The range of 
people that brands 
help has spread 
all over the world
principle 
18, 
establish 
social 
benefits 
for 
people
Text “THE 
HUMAN 
FACE OF 
FASHION”
Text The people who 
have been helped 
by the fashion 
brand business
principle 
18, 
establish 
social 
benefits 
for 
people
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Katie Jones Texture fabric Fantasy Express the 
brand design 
concept of 
turning waste 
into treasure 
with creativity
principle 
1, waste 
reduction 
in end-of-
life phase
Tengri Space The 
yarn 
and the 
sweater
Proportion Yarn occupies 
80% of the 
area. This novel 
composition 
represents that 
the brand pays 
attention to the 
yarn and raw 
materials
principle 
2，reduce 
pollution 
principle 
3，
enhance 
material 
longevity 
by 
technology
VYAYAMA Prop Yoga 
wear 
Rhythm 
and 
Dominance
The sense of 
rhythm makes 
the picture more 
coherent and 
more readable, 
expressing the 
safety and green 
performance of 
the fabric when 
made into Yoga 
wear.
principle 
2, reduce 
pollution 
to human
TORTOISE Texture Jean Material High-tech washing 
technology for 
denim
principle 
3, enhance 
material 
longevity by 
technology
Deadwood Texture Recycled 
leather
Material Expressing 
the brand's 
awareness of the 
sustainability of 
raw materials
principle 
4, material 
recyclability
Prop leather 
clothes 
Folded 
into 
different 
shapes
Rhythm Reflecting the 
brand culture 
of creativity as 
productivity by 
using creative 
design approaches 
to diversify 
product styles 
principle 
21, enhance 
product 
durability 
by adding 
emotional 
value
Line Showing the 
creativity and 
diversity of this 
clothing brand 
in the second 
tailoring of raw 
materials as well 
as better Reflecting 
the brand's concept 
of reshaping 
sustainable fashion
principle 
21, enhance 
product 
durability 
by adding 
emotional 
value
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LE KILT Color color 
combinations 
of red, green, 
blue and 
black
Color Conveying the 
brand's emphasis 
on traditional 
culture and 
beautiful 
Scottish 
weaving 
principle 
21, 
enhance 
product 
durability 
by adding 
emotional 
value
Prop The hanging 
rod
Line Helping the 
skirts to be 
displayed 
regularly, 
reflecting the 
skirt handmade 
methods
principle 
21, 
enhance 
product 
durability 
by adding 
emotional 
value
the woolen 
shaft
Rhythm 
and 
repetition
Highlighting 
the sustainable 
use of the 
dress, which is 
handmade to 
increase the life 
of the dress.
principle 
21, 
enhance 
product 
durability 
by adding 
emotional 
value
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5 DISCUSSION
5 DISCUSSION
This chapter discusses how the findings relate to research questions. 
This chapter will analyze and discuss the findings with relevant litera-
ture to find out how the objects in window displays convey sustainabil-
ity in fashion supply chain.
5.1 Object communication 
Among the seven windows investigated by the author, the object in the 
window with the most sustainable concepts are props, which are re-
flected in four windows, including brand BOTTLETOP, VYAYAMA, 
Deadwood and LE KILT (Table 13). The next prop is texture, and it 
is reflected in three windows, including Katie Jones, TORTOISE and 
Deadwood. In addition, two windows use color and space. Text has been 
used the least, only in one of the seven windows investigated.
According to the analysis results, the frequency of the use of the object 
prop is the highest in the shop window, which mainly expresses the 
sustainable fashion supply chain of consumer service in the brand web-
site. Next is the texture, which mainly expresses the environmentally 
sustainable fashion supply chain of the brand’s website in the window. 
Furthermore, the symbols of color, space and text are less likely to be 
used, which mainly express the sustainable fashion supply chain in cul-
tural and social aspects of the brand website.
According to the results, prop is the most frequently used object, that is, 
the visual symbol in the window with the theme of expressing a sustain-
able supply chain. Abarajithan (2013) once mentioned that prop is a very 
important carrier to explain the product concept in the window design. 
The author’s findings further support and complement this theory. Ac-
cording to the research results, the author found that most of the window 
displays that express sustainable supply chains choose products or ma-
terials of sustainable fashion brands as props to express sustainability 
in fashion supply chain. According to literature review, a mannequin is 
the most commonly used prop in the window design of fashion brands 
(Pillai et al.,2011), especially in the display of clothes, fabrics and other 
related products. According to the analysis of the windows connoting 
sustainability, the sustainable principles of the brands are presented by 
other props than mannequins. It is easier for customers to obtain infor-
mation about the products, such as fabric and material (Ha & Lennon, 
2010). Therefore, this research found that the window displays of sus-
tainable brands mainly relied on the products and materials as the props 
of an expression of sustainability.
92
DISCUSSION
respectively. Text, promotion, dominance, and repetition are the least 
frequently used. They appear in one window respectively, expressing 
the sustainability of the environment, cultural and social, and consumer 
service perspective. 
According to the findings, rhythm and line are the visual merchandising 
methods that reflect the most sustainable ideas in the window display 
with the theme of expressing sustainable supply chains, and the fre-
quency of color is relatively low. Color is considered the most common 
visual merchandising method in window design (Pegler & Kong, 2018). 
According to the literature review, rhythm can lead customers’ eyes and 
allow customers to notice each exhibit in the window in turn, which 
is conducive to the display of window details (Abarajithan, 2013). In 
addition, because the line is composed of a fixed point and a series of 
directional moving points, the line also has the function of leading and 
influencing the customer’s eyes in the window, so that the customer can 
understand the window more deeply and comprehensively. In contrast, 
the biggest function of color is to quickly form the first image in the 
mind of consumers, and the main function is to quickly attract consum-
ers’ attention. In sustainable showcases, rhythm and line usually need 
to express sustainable information in the environment, cultural and so-
cial, and consumer service perspective, and they need to express more 
The study also found that the color was used only infrequently in win-
dow displays for sustainable brands, appearing in only one of seven win-
dow displays, which is BOTTLETOP. In previous literature, color, as an 
object, is a key element to spread brand characteristics in the window 
as the effect of color is mainly to create a certain atmosphere (Pegler & 
Kong, 2018). In the presented windows, color was seldom used as the 
method to communicate sustainability. Therefore, compared with prop 
and texture, color is not seen as a way to communicate sustainability in-
formation, which the brands wanted to communicate. This study found 
that prop is the most popular visual symbol, followed by texture. These 
two objects can very effectively express the sustainability in fashion 
supply chain information in the brands’ websites.
5.2 Visual Merchandising Communication
According to the findings and Table 13, rhythm is the most frequently 
used visual merchandising method that embodies the concept of sus-
tainability. It is reflected in four windows, expressing the sustainability 
of the environment, cultural and social and consumer service perspec-
tive. The second is line, which is used in three windows to express the 
sustainability of the cultural and social and consumer service perspec-
tive. In addition, color, fantasy, and material are used in two windows, 
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details. Because the sustainable brand’s window hopes that consumers 
can pay attention to the details of the brand’s products, for example, 
focusing on the brand’s fabrics are friendly to the environment and the 
human body (Yan & Yazdanifard, 2014). In summary, the main function 
of sustainable brand window is not only to attract consumers, but also 
attract consumers to read the details in the window. Therefore, in the 
window theme of sustainable brands, the use of rhythm and line visual 
merchandising methods is greater than color.
At the same time, based on the above theory, it can also be explained in 
the finding. In the window with the theme of expressing sustainability 
in the fashion supply chain, line is a very popular way of visual mer-
chandising only after rhythm. Pegler and Kong (2018) mentioned that 
line is second only to color in window design and is a very common and 
popular visual merchandising method. The author further refines and 
enriches this theory. Among sustainable window themes, rhythm is the 
most popular, followed by line.
In summary, in the window display with the theme of expressing sus-
tainability in the fashion supply chain, rhythm is the most popular visu-
al merchandising method, followed by line, which mainly expresses the 
sustainability of environment, cultural and social, and consumer service 
perspective. 
5.3 Sustainability in Fashion Supply Chain Reflection
According to the literature review and Table 12, it is found that the sus-
tainability in the fashion supply chain is composed of four levels, name-
ly the environment perspective (principle 1-7), economic perspective 
(principle 8-10), cultural and social perspective (principle 11-18), and 
consumer service perspective (Principle 19-25).
According to findings, the sustainability in the fashion supply chain re-
flected by the fashion brand on the website reflects the poor integrity of 
the information in the window. The sustainability in the fashion supply 
chain embodied by the fashion brand on the website is concentrated 
in three aspects, namely the environment perspective, the cultural and 
social perspective, and the consumer service perspective. However, in 
most brands, the window shows only part of the principles from each 
perspective. Only two of the seven window displays, which are Ten-
gri and Deadwood, reflect the sustainability in the fashion supply chain 
mentioned in their websites.
The fashion brands reflect the sustainable information of environment 
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perspective, cultural and social perspective, and consumer service per-
spective in their websites. Second, the sustainability in fashion supply 
chain from the perspective of environment and consumer service are 
most frequently reflected in the website and window design of sustain-
able fashion brands. Thirdly, the information of sustainability in the 
fashion supply chain reflected in the window of a sustainable fashion 
brand is far less than that in its website, and the information is not fully 
expressed.
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6 CONCLUSIONS 
This chapter summarizes the research and proposes practical signifi-
cance. In addition, the limitation of the research and suggestions for 
next step have been discussed.
6.1 Research Summary 
This thesis studies and summarizes how middle and high-end fash-
ion brands express sustainability in the fashion supply chain in their 
window displays. At present, researches related to fashion window dis-
plays mainly focus on the relationship between the use of visual mer-
chandising in window displays and customer behavior, as well as the 
window making technology and spatial planning. There are few the-
oretical studies on how the windows of fashion brands can express 
the theme of sustainability through visual merchandising. This study 
will fill the gap in this field by analyzing seven shop windows that pro-
mote sustainability in the fashion supply chain on their official website.
This study aims to analyze how window displays of high-end fashion 
brands use visual merchandising to show their sustainability in the 
fashion supply chain in the website from the perspective of semiotics. 
In this study, Roland Barthes’ semiotic model was applied to the win-
dow system to generate “Model of Semiotic Analysis”, and to analyze 
research material (the images of the windows and the company websites) 
from three perspectives: the window system object, the visual merchan-
dising method and the sustainable theme expressed by the window. This 
is to summarize how the objects in the window of the fashion brands use 
the visual marketing method to express its window theme.
First of all, through studying and reviewing the existing knowledge of 
the sustainable supply chain of fashion brands, this thesis concludes that 
the sustainability of the fashion supply chain includes four perspectives: 
environment, economy, cultural and social, and consumer service, with 
a total of 25 guidelines. In addition, the author also outlined the visual 
merchandising method of window display through literature to provide 
theoretical support for window design analysis.
Secondly, this study selected seven windows among the mid-to-high-end 
fashion brands as the research objects, and compared their visual sign 
system to the information on sustainability that is provided on the com-
pany websites. The criteria for choosing the research objects was that the 
fashion brand should meet two conditions at the same time to have sus-
tainability in the fashion supply chain information, and to have windows 
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conclusions of this thesis can better guide window designers to design 
sustainable window spaces for fashion brands and enable designers 
to more strategically help fashion brands express sustainability in the 
fashion supply chain in their websites. In addition, this theory enables 
brands and designers to raise awareness of sustainable window design 
and continuously enrich their theories of sustainable window design.
For brands, while satisfying consumer needs and improving consumer 
experience, it is also beneficial to spread sustainable concepts as an add-
ed value. Information sharing can make them more quickly and easily 
understand sustainable principles of fashion brands and increase their 
trust in consumer brands through transparent sustainable information 
in the window. At the same time, it can better monitor the brand to keep 
the supply chain sustainable.
This thesis proposed the “Model of Semiotic Analysis” for window dis-
plays, based on relevant theories of window design and semiotics. This 
semiotic analysis model enriches the research and analysis framework 
of semiotics, taking the window as the research object enables research-
ers to analyze the subject connotation expressed by window design and 
visual merchandising methods. Furthermore, understanding how cer-
tain messages are communicated through window display design, might 
 
that convey information on sustainability. The author found seven win-
dows that met the requirements, and collected sustainability informa-
tion from the seven showcase websites, reflecting on the 25 sustain-
ability principles that were identified in the literature. The “Model of 
Semiotic Analysis” was then used to analyze the object, methods of 
visual merchandising, and the expression of sustainability in the fashion 
supply chain. Through the comparison and analysis of the information 
collected from the seven windows, the following conclusions are drawn. 
In current window displays of fashion brands with the theme of express-
ing sustainability, prop and texture are most popular as visual objects, 
and rhythm and line are used as methods of visual merchandising to 
express the sustainable supply chain information of environment per-
spective and consumer service perspective in fashion brand websites. 
The fashion companies tend to depart from the traditional mannequin 
centered window display and emphasize the products, processes, func-
tions and materials instead. However, the information of sustainability 
in the fashion supply chain, available on websites of the companies, is 
only partially reflected in the window displays. 
6.2 Practical Significance 
This subchapter discusses the practical significance of this study. The 
98
CONCLUSIONS
  
9HUMAN PERSPECTIVE  8
I  want  predictable 
patterns  of  behavior 
from the  government .
There’s  a  l ine  between 
ok and creepy.
It ’s  convenient 
that  they  have  this 
information so  I  don’t 
have  to  keep entering 
i t  al l  the  t ime.
I ’m not  nervous  about 
sharing my data ,  but 
that  might  change 
when I  get  older  and 
have kids.
  
9 HUMAN PERSPECTIVE   8
I want predictable 
patterns of behavior 
from the government.
There’s a line between 
ok and creepy.
It’s convenient 
that they have this 
information so I don’t 
have to keep entering 
it all the time.
I’m not nervous about 
sharing my data, but 
that might change 
when I get older and 
have kids.
With the enhancement of the public’s awareness of sustainability, the 
transmission of sustainable information in the brand window is import-
ant, so it is very valuable and necessary to continue the research on the 
transmission of sustainable information in the brand window.
According to the study, the sustainability in fashion supply chain from 
the perspective of environment and consumer service are predominant-
ly reflected in the website and window design of sustainable fashion 
brands. In the light of literature review, sustainability in fashion sup-
ply chain is composed of four levels, 1) the environmental level (Mo-
ran,2013), 2) the economic level (Moran,2013), 3) the cultural and social 
level (Moran,2013), 4) the consumer service level (Gwilt, 2014). There-
fore, in future work, the brand needs to reflect the sustainable infor-
mation in the website in the shop window more comprehensively. For 
example, brands can increase sustainable information output in window 
design from economic perspective as well as cultural and social per-
spective. In addition, brands and designers need to study how the design 
of visual display is connected to sustainability communications.
On the basis of the research, in the current window displays, rhythm 
and line are the most popular visual merchandising methods. Howev-
er, according to the theory of Pegler (2016), the visual merchandising 
 
help the visual merchandisers in communicating desired concepts. 
6.3 Limitations of the Research 
Although this thesis has improved the practical design methods and 
strategies of fashion brands’ sustainable windows from the perspective 
of semiotics, it still has certain limitations, mainly reflected in the selec-
tion of samples and research methods.
First of all, the study only analyzed seven windows that met the re-
quirements, and the research number of samples was relatively small. In 
addition, most of the seven shop windows are clothing brands, covering 
a less comprehensive range of fashion products, which also affects the 
accuracy of the research results to some extent.
Although semiotic analysis is a popular method to analyze the meaning 
of visual symbols in the field of fashion and design, there are still other 
methods to analyze the meaning of visual language. Different methods 
of analysis may lead to different results.
6.4 Suggestions or Future Research 
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methods. However, according to the theory of Pegler (2016), the visual 
merchandising methods of window displays are diverse and abundant. 
For example, rhythm, line, proportion, contrast, surprise, surrealism 
and so on. It can be concluded that most visual merchandising methods 
have not been used by brands to deliver sustainable messages in window 
design. Therefore, brands and visual designers can use visual merchan-
dising methods to express sustainable information in a variety of ways, 
making the expression of sustainable information more appealing.
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APPENDIX 1. Model of Semiotic Analysis 
Signifier Denotative Signified Connotative 
Signified
Sustainability in 
Fashion Supply 
Chain Reflected in 
WindowsThe object First-order 
signification, 
Literal dimension 
of meaning creation 
(design method)
Second-order 
signification, 
meaning（the 
window display 
theme）
Color
Texture
Prop
Light
Space
…
APPENDIX
115
  
9 HUMAN PERSPECTIVE   8
I want predictable 
patterns of behavior 
from the government.
There’s a line between 
ok and creepy.
It’s convenient 
that they have this 
information so I don’t 
have to keep entering 
it all the time.
I’m not nervous about 
sharing my data, but 
that might change 
when I get older and 
have kids.
